Clemson University

TigerPrints
All Theses

Theses

5-2012

Building Non-Profit Communities Online: A Case
Study of a Hospital Facebook Page
Mary Parker
Clemson University, mary.catalanotto@yahoo.com

Follow this and additional works at: https://tigerprints.clemson.edu/all_theses
Part of the Communication Commons
Recommended Citation
Parker, Mary, "Building Non-Profit Communities Online: A Case Study of a Hospital Facebook Page" (2012). All Theses. 1307.
https://tigerprints.clemson.edu/all_theses/1307

This Thesis is brought to you for free and open access by the Theses at TigerPrints. It has been accepted for inclusion in All Theses by an authorized
administrator of TigerPrints. For more information, please contact kokeefe@clemson.edu.

BUILDING NON-PROFIT COMMUNITIES ONLINE:
A CASE STUDY OF A HOSPITAL FACEBOOK PAGE
_____________________________________________________________
In Partial Fulfillment
of the Requirements for the Degree
Master of Arts
Professional Communication
_____________________________________________________________
by Mary Catalanotto Parker
May 2012
_____________________________________________________________
Accepted by:
Dr. Susan Hilligoss, Committee Chair
Dr. Huiling Ding
Dr. Sean Morey

ABSTRACT
Businesses and organizations are increasingly using online communities to extend
brand loyalty from the real world to the virtual world of consumers and other key
stakeholders. However, the return on investment for launching an online community can
only be realized when appropriate audiences are attracted and interact. This two-phase
research study explores a recently launched online community representing a rural
hospital in South Carolina. This thesis includes a literature review, in-depth description of
the methodology I used, results of a survey and textual analysis of a Facebook page, and
a discussion of best practices and future suggestions. I hope that this thesis can prove
useful in current and future discussions of the power of social media public relations and
marketing, particularly for non-profit organizations.
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Chapter One: Introduction

Case

In 2010 Baptist Easley Hospital, located in Easley, SC, adopted a new branding
campaign and began to work with a third-party marketing group, Gibbons-Peck, to create
a new marketing platform through the creation of online communities, which hospital
associates refer to as “social media sites”. As outlined in Baptist Easley‟s 2011
Messaging Themes in the Marketing Plan, “Our aim is to be our customers‟ preference.
To do so, we will listen to what our customers want and endeavor to fulfill their
expressed desires, as evidence of Caring is our Calling.” This theme lays the foundation
for the online communities Caringisourcalling.com and the Baptist Easley Facebook
page.
As an intern for the hospital‟s market development and public relations
department, I closely monitored the activity taking place on the Facebook page, as little
activity occurred on the microsite Caringisourcalling.com. Throughout the summer I
began to notice limited involvement from the various audiences and proposed a research
plan to the administration staff. Market Development and Public Relations Manager
Allison Greene granted me permission to use a hospital database to conduct an online
survey with prospective audience members, and to record and analyze posts made to the
Facebook page by hospital representatives. This research reflects the two-phase study of
activity surrounding the emerging online community.
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Similar to the strategies outlined by Chapman (2008), Baptist Easley Hospital
emphasizes the need to create dialogue between an organization and its publics through
online communities, as opposed to the one direction communication model utilized by
traditional media outlets.
This research seeks to discover which tactics of communicating online best
interpellate users in online communities and work to create value for the publics. Genre
analysis of online community posts on the Baptist Easley Facebook site and surveys
completed by internal and external organizational publics of Baptist Easley Hospital may
illuminate the best practices in creating value in online communities, by answering the
research question “How can online communities interpellate and create social capital for
internal and external publics?”
Purpose of Study
Though Baptist Easley Hospital has launched the online community in an attempt
to engage its publics in dialogue, no market research has been conducted to analyze the
specific needs of the audience. This two-phased qualitative research survey serves to
report the needs of the Baptist Easley Facebook community and to analyze the
effectiveness in creating value through current Facebook posts.
In “Conceptual Foundations,” Stanley Deetz describes methods to categorize and
research organizations (2001). The first continuum proposed by Deetz, with extremes at
Local/Emergent and Elite/A Priori, describes how organizations are researched and how
the concepts of the organization are described. Deetz‟s second dimension of
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categorization lies between consensus and dissensus, which describes how research
contrasts to the working order of the organization.
The intersection of the two continuums creates a quadrant which Deetz uses to
explain the values implied by particular organizations and research methods. To discover
how Baptist Easley Hospital creates value for its publics through interaction on the
organization Facebook page, a two phase study has been conducted including a survey of
hospital publics and a textual analysis of the Facebook page. Through understanding
Deetz‟s approach to organizational studies, both phases can be described in terms of
Deetz‟s quadrants. The use of more than one method of research is useful in creating
method triangulation, an effort to increase the validity and reliability in a qualitative
research study.
Literature Review
Online Communities as Public Relations Tactic
Online communities, defined by Anna Buss and Nancy Strauss in the Online
Community Handbook, are “web sites where user relationships develop” (16). These
relationships exist among members and between members and the host, which explains
why such communities are commonly used as marketing and public relations tools for
corporations. Because online communities build strong relationships between members
and create environments for sharing information, the creation and implementation of
online sites is widely used by businesses and organizations worldwide.
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Online Communities in U.S. Healthcare
As globalization and technology converge to create a stronger online presence in
many consumer markets, healthcare providers have begun to create online communities
in order to retain and gain a market share through online public relations and marketing
tactics. In a May 2011 study, researchers found that 21% of U.S. hospitals are currently
using some form of social media. “How U.S. Hospitals Use Social Media” searched for
institutionally maintained Facebook, You Tube and Twitter accounts. The findings
indicate that hospitals primarily use social media to target a general audience; provide
content about the organization; announce news and events; further public relations, and
promote health (708). These methods and strategies in online communication correspond
to the tactics currently used by Baptist Easley Hospital on the organization‟s Facebook
page.
Keila Rooney emphasizes in her graduate essay, “Consumer-Driven Healthcare
Marketing,” how such online communities have shifted the control of marketing and
public relations from the organization to its publics.“This fresh approach to marketing
recognizes the participant‟s role in the delivery of care and the promotion of health
education and wellness” (243). Though this new media allows interaction between users
and the organization, little research has been conducted to evaluate how effective specific
messages are at capturing, retaining and gaining market attention through the
implementation of these online communities.
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The Rhetorical Situation
The audiences of Baptist Easley Hospital‟s Facebook page are the primary focus
of this research. Lloyd Bitzer‟s concept of rhetorical theory aids in the discussion of why
messages may be effective in reaching particular audiences. Bitzer describes the
rhetorical situation as, “the nature of those contexts in which speakers or writers create
rhetorical discourse” (1). As the Baptist Easley Facebook page is analyzed in the textual
analysis phase of this study, an understanding of the rhetorical situation will be helpful in
understanding the dynamics of the context and audience.
In the genre analysis phase of textual analysis, the rhetorical and linguistic
elements of each Facebook post will be carefully studied to determine its intended
audience. Bitzer writes that rhetorical situations stem from an exigence, “an imperfection
marked by urgency…something waiting to be done” (6). In this case, the exigence may
be understood as the Facebook post, waiting for a response. As a situation attempts to
persuade audiences of a message, the second element of the situation is the rhetorical
audience, “those persons who are capable of being influenced by discourse and of being
mediators of change” (7). Therefore, only a targeted audience with and acted upon by
influence are considered. The final element includes constraints, “persons, events, objects
and relations which are part of the situation because they have the power to constrain
decision and action needed to modify the exigence” (8). Such factors may be illuminated
during the survey phase of this research in which participants are questioned about their
involvement in the Facebook community, motives and limitations.
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Though all three elements of the rhetorical situation apply to the messages emitted
through the Facebook page, the textual analysis will focus on various audiences and their
experiences in the online community.
Interpellating Audiences
Research suggests that value can be created for consumers through
communication in online communities; however, organizations must understand how to
create the relationships and convey the value for publics in the online communication.
This rhetorical strategy of targeting the appropriate audience, or market, is common in
advertising and can be understood through Louis Althusser‟s term interpellation.
Althusser writes in Lenin and Philosophy and Other Essays, “I shall then suggest that
ideology „acts‟ or „functions‟ in such a way that it „recruits‟ subjects among the
individuals (it recruits them all) or „transforms‟ the individuals into subjects (it
transforms them all) by that very precise operation which I have called interpellation or
hailing, and which can be imagined along the lines of the most commonplace everyday
police (or other) hailing „Hey you there!‟ (174).
Properly implemented, organizations can interpellate their subjects through
marketing tactics, including relationship-building and networking through online
communities. Pajnik and Lesjak-TuSek explain the process of interpellating consumers in
“Observing Discourses of Advertising,” “There is a discourse of the inner voice used in
advertisements that addresses the reader as “you,” continually telling you what it is you
want and need; advertising as an ideological practice, interpellates individuals as
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subjects” (279). The theory of interpellation in marketing suggests that if an organization
can interpellate consumers, brand loyalty and relationships can be built.
Building an Online Community
Baptist Easley Hospital launched its online community to reach a broad audience
and gain feedback in a cost-effective manner. Though the motives driving the community
are transparent, the strategies by which the hospital will accomplish these goals have not
been clearly outlined. However, the online community has been live since June, 2011
allowing for a period of activity observation. To gain a better understanding of the
techniques used to interpellate the Baptist Easley Hospital audience and the strategies
used to build social capital through the Facebook page, Dr. Howard‟s Design to Thrive
will guide the theoretical framework of this research study.
Howard differentiates between online communities and social media. The primary
difference between social media and online communities is the role of networking. Social
media is designed around an individual‟s relationships with others, whereas an online
community centers on a purpose and unites many individuals with common interests (1213). Facebook is considered a social media platform when used by an individual to
connect with other individuals. However, the use of a Facebook page to connect members
of the Baptist Easley Hospital audience fits the category of online community. Although
the administrators at Baptist Easley Hospital commonly refer to their Facebook page as a
“social media site,” the page will be referred to as an online community for the reasons
mentioned above within the parameters of this research. In the survey phase, written for
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comprehension by a lay audience, participants are asked about social media to avoid any
confusion.
Design to Thrive carries the message that online communities do not simply
spring into existence or prosper independently. Critical thinking, maintenance and
adaptations are necessary for long-term success. As Dr. Howard outlines in Design to
Thrive, unless messages are crafted carefully to specific audiences, these online
communities will not have the power to thrive and last (1). Because Baptist Easley
Hospital is actively incorporating an online community as a branding tool in the hope of
market growth, Dr. Howard‟s work with case studies as a usability expert is invaluable.
Howard proposes a combination of activities that create value for users: Remuneration,
Influence, Belonging and Significance (RIBS) (7). Online communities are built, rather
than simply created, and Howard demonstrates that each element is necessary for
evolution. When used together, RIBS have the potential to improve the experience of
online community members. Howard claims that incorporating all elements of RIBS,
“Satisfies members‟ intellectual, economic and emotional needs in ways that bring them
back frequently and for a sustained period of time,” the overall goal of Baptist Easley
Hospital‟s marketing platform (204).
As the hospital is in the early stage of utilizing the online community, this
research will examine how the elements are being implemented and gauge the
successfulness of such tactics. Howard writes, “The elements can be used to analyze and
interpret conversations taking place in your communities,” (204). Particularly as this
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research strives for best practices and implications for the online community, the “Four
Elements Necessary for Long-Term Success” RIBS will be used to categorize the current
activity on the site. Because Baptist Easley Hospital has designed its Facebook page with
careful attention and intentions for long-term marketing, Howard‟s RIBS are used in this
research to describe the activity currently taking place on the page (7).
These categories, RIBS, will be used in the current research to code the activity
taking place on the hospital Facebook page over a six-month period of time, in the textual
analysis phase. In order to analyze which contributions to the site effectively caught the
attention of users and resulted in positive feedback, represented through comments and
likes, Baptist Easley‟s Facebook posts will be coded according to the element conveyed
to specific audiences through the message, a combination of text, videos and images.
Remuneration is the first element in this equation. This element can be understood
as the promise of rewarding the customer, or user, with something in return for their time
(44). These types of posts encourage participation and offer the user an experience they
can only gain from participating in the online community.
Influence is the second element of RIBS which exists “in a community when its
members believe that they can control or at least shape the policies, procedures, topics,
and standards of evidence used to persuade others” (82). This element introduces
different levels of participation which are granted to members based on their social
capital and cultural competence. Baptist Easley first launched its online community
internally, giving employees and volunteers the opportunity to explore the site and

9

contribute as the primary influencers of the community. The external launch of the sites
occurred in late July.
Belonging is a sense of self that signifies identification with the larger
community. Belonging derives from “techniques or mechanisms by which…members of
the community develop the sense of social „presence‟, signifying shared bonds, stories
and experiences with other community members” (130).
Significance involves the building of the brand and reputation and is often the
least understood in the creation of online communities (169). According to Howard,
members have to believe that they will benefit from joining the community. Howard
writes, “People will attempt to acquire „social capital‟ that will „buy‟ them access to
individuals and conversations that will allow them to achieve their particular, individual
goals” (171). Significance can explain people‟s motivations in joining and participating
in groups and can be seen as a motivator.
This research primarily focuses on the experiences and needs of users in the
Baptist Easley Hospital online community. Designed to be a forum for dialogue between
various hospital audiences and the organization, the page will be analyzed according to
Howard‟s RIBS to illuminate variables in attracting, gaining and maintaining an active
audience within an online community.
RIBS are a useful tool for the textual analysis component of this research, as
Howard writes, “The RIBS model can certainly be used as an analytical tool that can help
people better understand how communities and social systems work” (8). Though the
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textual analysis component of this research uses RIBS as an analytic, it should be noted
that Howard‟s primary purpose for creating RIBS is to create a heuristic, or invention
strategy. RIBS are traditionally outlined as “best practices” or guidelines in the design
and construction of new online communities. Therefore, the use of RIBS as a coding
framework in the textual analysis section of this research is highly interpretive. An indepth discussion of the coding schema can be found in the Methodology chapter.
Creating Social Capital in Online Communities
C.C. Chapman proposes that organizations and businesses adopting social media
in marketing and public relations practices must focus primarily on their human
audiences. In his article “Making Friends on the New Media Playground”, Chapman, a
Boston consultant, suggests that practitioners should “discover and determine the best
solutions to connect with them (an organization‟s publics),” (20). Though Chapman and
other researchers (Curtis, Edwards, Fraser, Gudelsky, Homquist, Thornton and Sweetser,
2010) suggest engaging publics in dialogue and creating value for the customer through
feedback, little insight is given as to how to effectively engage these publics. The
research proposed here seeks to fill this gap by providing a rich description of Baptist
Easley Hospital‟s publics‟ perspectives on social media in order to illuminate best
practices.
Social capital, a concept originated by Pierre Bourdieu explains the need of
community members to have access to a code, or a way of reading activity to create
value. Bourdieu writes, “A work of art has meaning and interest only for someone who
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possesses the cultural competence, that is, the code, into which it is encoded. A beholder
who lacks the specific code feels lost in a chaos…without rhyme or reason” (Distinction,
2). While online communities have been shown to create social capital for users, it is
unclear how organizations can use such networking sites to effectively attract audiences
and create value.
As Baehr and Konstanze write in “Assessing the Value of Corporate Blogs: A
Social Capital Perspective,” “With the emergence of participatory technologies,
organizations have invested in software and web-based tools for information and
knowledge capturing, sharing and reuse. They also allow for improved interaction
collaboration and accessibility of structured and unstructured data in varying degrees of
formality. Using these tools to capture and disseminate organizational knowledge can
depend greatly on the social capital of the organization through the informal
relationships, networks and communities formed by its workers” (358).
In their research of social capital built through Facebook fan pages, Lin and Lu
suggest that the value created in online communities may transcend the virtual
relationship and work to build commerce for the represented organization (2011). This
study examines social media fan pages, similar to the Baptist Easley Hospital page,
through the lens of Nahapiet and Ghoshal‟s three dimensions of social capital: structural,
cognitive and relational. Lin and Lu distributed online questionnaires to Facebook fan
page users in Taiwan, and gained a total of 327 responses. Their findings suggest that
individuals use fan pages to experience “social interactions, shared values, and trust”
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(566). Lin and Lu attribute such factors to building social capital for the users, and also
for the business or organization being represented by the page. Lin and Lu suggest that
social capital is a motivator for virtual users to consume products and services offered by
the organization. Therefore, “The goal of operating fan pages is not only to persuade fans
to click the Like button, but also persuade them to want to own or use targeted brand
products” (569).
According to Lin and Lu‟s study, the foundation of social capital experienced
through social media can create a tie to the physical organization. In situations, like that
of Baptist Easley Hospital, building social capital for users online can translate into a
loyalty toward the physical services provided. Because of the correlation between the
virtual and physical presence of the organization, the virtual community may be used to
represent activities and interactions taking place within the real, physical organization.
The Rhetoric of Identification
George Cheney applies Burkean theories of identification to internal practices of
organizations within this article. Described by Burke, identification “is perhaps the
simplest case of persuasion” and Cheney continues, “identification is the way in which a
rhetor states explicitly to an individual (possibly trying to convince himself or herself), “I
am like you” or “I have the same interests as you” (147). Additionally, Burke‟s notion of
identification also signals that this is a cognitive process, in which an individual seeks to
assert an enhanced version of self through actions of association or disassociation.
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Cheney studies Burke‟s three identification strategies and their use in corporate
house organs. The common ground technique of identification occurs when an “employee
is told directly that the corporation shares his or her values” (148). Six categories of the
common ground technique are proposed by Cheney, in which “each tactic involves an
associational process whereby the concerns of the employee are directly or indirectly
identified with those of the organization” (153). The second strategy is labeled as
identification by antithesis, and uses disassociation from one target to unite others in
association against a common enemy. The third strategy, the assumed or transcendent
“we”, is more subtle and uses pronouns to cement the relationship between the individual
and the organization. This tactic stresses foundations of unity, togetherness and sharing
while largely going unnoticed by the reader and is typically combined with one of the
afore mentioned strategies.
Cheney offers an additional tactic, unifying symbols, through which the
organization emphasizes the significance of symbols that personify the organization, such
as name, logo or trademark to create a “brand loyalty” between the individual and the
organization. This identification occurs between the individual and the symbol, rather
than the organization or other members.
Cheney‟s study of corporate house organs and the application of Burkean
strategies of identification relates directly to the study of Baptist Easley Hospital‟s
Facebook page. Though Cheney‟s study focused specifically on corporations and internal
employees, these concepts can be applied to identification as a process that occurs
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between an organization and individuals seeking to become a part of something larger by
involving themselves with the organization. Cheney‟s discussion of the transcendent
“we” and unifying symbols will be particularly helpful in the rhetorical analysis of the
texts and images posted to the Facebook page.
Limitations of Study
For several reasons, the results of this study are limited in scope. The Baptist
Easley Hospital Facebook page is in the early stages of development. All information
collected for this research was gathered within the first six months of activity. To date, a
lack of complexity and depth has occurred in communication on the Facebook page,
which will be further discussed in the results and discussion of the textual analysis.
Because this research uses a relatively small number of 64 Facebook posts, the results are
only suggestive. The use of RIBS as an analytic tool introduces a constraint due to the
interpretive nature of the framework. However, RIBS was selected as a tool for this
analysis because it points to creating depth and complexity in communities that “Thrive
and last,” a goal of the Baptist Easley Facebook page.
Although the results of this study cannot be generalized due to the limitations of a
qualitative case study, the methods and findings discussed in the following chapters may
illuminate variables in creating social capital, or value, for organizations such as Baptist
Easley Hospital when engaging publics through the cost-effective method of online
communities.
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Chapter Two: Methodology
As a small, community Hospital, Baptist Easley Hospital intends to strengthen
their bonds within the community and retain their market share by incorporating online
community networking. This online marketing campaign was launched in June, 2011
with the creation of the Baptist Easley Hospital Facebook page. The administrators at
Baptist Easley Hospital determined Facebook to be a necessary tool, as it is popular for
individuals and organizations, and as a free service, is seen as an efficient way to reach a
large audience.
Though the hospital and the marketing firm Gibbons-Peck have managed the
Facebook page since its inception, no market research has yet been conducted to
determine the needs of the members on the page. This research is designed to provide
insight to the needs of members, as well as a detailed description of six months‟ activity
on the Facebook page. I hope that by conducting this two-phase research, Baptist Easley
Hospital can obtain guidelines for best practices in the maintenance and success of their
Facebook page.
This chapter includes the specific methodology for the two-phase study. The first
phase describes the design, distribution and collection of surveys completed by members
of the Baptist Easley Hospital Facebook page. The second phase details the methodology
behind a genre textual analysis, described by Carol Berkenkotter, applied to posts made
to the page by the hospital and page members during a six-month period.
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Phase One: Surveys
Surveys, according to Daniel Murphy (2002), can be used to conduct a social
inquiry of a sample population through low-cost and direct means. Murphy also points to
surveys as illuminating practical answers for common organizational issues (93). In this
research, surveys were distributed online in order to gauge how a representative sample
of Baptist Easley Hospital‟s publics uses the organization‟s Facebook page. Survey
responses may be helpful in illuminating how the online community can interpellate and
create value for its publics.
The goal of this phase is to gather detailed information about individuals‟ use of
the Facebook page, response to posts, rationale for degree of engagement in the online
community, and potential similarities or differences in these categories among groups of
users. Answers to these questions may illuminate how individuals are using the Facebook
page, which posts are most successful for creating value for users, and indicate the best
practices in engaging users in online communication. Murphy outlines several guidelines
instrumental in the success of a research survey, which were heeded in the creation of this
research.
Access
Allison Greene, Market Development and Public Relations Manager at Baptist
Easley Hospital, explicitly granted permission of this survey, as outlined in the research
site letter (Appendix A). I served as an intern for Baptist Easley Hospital during the
summer of 2011, and worked directly with Ms. Greene on many public relations and
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marketing texts, including the creation of some early posts to the Facebook page. I
approached Ms. Greene regarding this research, with the dual intention of analyzing the
page for the benefit of the hospital and understanding the theoretical foundations of
online communities as organizational communication.
Ms. Greene agreed to let me collect data directly from the Facebook page and also
granted consent for the distribution of surveys. Over the summer, I organized a database
containing the names and email addresses of hospital contacts who were sent
notifications about the Facebook page. Ms. Greene allowed me to use this database for
the population random sampling described below.
Population and Random Sampling
Murphy suggests contacting a representative sample of the entire subject
population, because contacting all members is often impossible given the limited scope of
a research study (97). To ensure the equal probability of selection for all members of the
social media database, every third name on the database was selected to receive an email
invitation to participate in the survey. The database consists of 1324 employees,
volunteers, patients, medical staff, foundation members and event attendees who were
invited to join the Baptist Easley Facebook community. This sampling percentage is
consistent with the suggestion made by Murphy that for small populations, “a researcher
needs a sampling ratio of approximately 30 percent” (100).
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Informed Consent
Murphy recommends gaining informed consent from all participants before
beginning (96). Informed consent was issued with the survey to all participants in this
research study. Before the survey was sent to the selected participants, Ms. Greene
approved the copy of the informed consent letter. Because the informed consent appeared
as the first page of the study, respondents had to view the information before continuing
on to answer questions. The letter included a description of the study in lay terms; a
promise of confidentiality of results, ensuring respondents that they could freely and
openly disclose information without the threat of being identified with their answer; a
description of the voluntary nature of the study; and contact information for the principle
investigator, Dr. Susan Hilligoss (Appendix B).
Distribution
The survey was distributed through Survey Monkey, an online software company
specializing in survey design and distribution. Because anonymity and confidentiality
were promised to respondents, this survey was sent to a random sample of users in the
Baptist Easley Hospital social media database through a web link. The web link sent the
URL of the survey to the random sample, but responses cannot be linked to a specific
email or IP address. Participants received an information and recruitment email, sent
from my hospital email address to ensure my credibility on November 16, 2011. I
introduced myself as a graduate student and intern at the hospital, and provided readers
with details about the survey and the intentions driving the research. The URL was
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included in the email; participants only had to follow the URL to access the “Baptist
Easley Hospital Social Media Survey.”
Respondents were given the option to self-identify themselves based on age,
gender and relationship to Baptist Easley Hospital in the demographics section of the
survey. Because of the security of the web link connector, no individuals can be
identified directly as participants in this study.
Question Design
All questions in the survey were carefully crafted to ensure comprehension and
clarity. Three members of the Baptist Easley Hospital Administration Team took the
survey in a pilot test in November, 2011. They reported that the survey took between 1015 minutes to complete and that each question offered an appropriate answer and led to
another logical question. To ensure that the survey would test logically online, a visual
skip-logic map was designed to lead respondents to appropriate follow-up questions,
based on their answers. The complete list of questions can be found in Appendix C.
The skip-logic map was then emulated in the online survey, through the
incorporation of page grouping. I utilized page grouping to direct respondents to different
follow-up questions based on their answers. For example, a respondent who answered
“No” to the question “Do you use Facebook” was automatically routed to the question
“Are there factors which would motivate you to join Facebook?” This design method
allowed participants to voice their opinions in an open-ended format, and provide details
about the medium which may be useful in analysis. Conversely, participants who
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answered “Yes” to the same question were directed to answer “Are you aware of the
Baptist Easley Facebook page?” Because these participants already identified themselves
as Facebook users, they were prompted to answer a question about the hospital‟s specific
page, using language a Facebook user would understand. This method of survey design
allowed respondents to only view and answer questions applicable to them, based on their
previous answers. This technique helped to keep completion time short, and questions as
clear and concise as possible.
In addition to keeping a survey short, Murphy recommends making all questions
clear so that respondents do not feel they are confused or wasting time. To avoid such
frustrations, faulty question designs like double-barrel or leading questions were not
included in this survey. A variety of question designs were implemented including open
and closed-ended, multiple-choice and Likert-scale.
For example, the question “Are you aware of the Baptist Easley Facebook page”
is considered a closed-ended question, because the responded may choose one of only
two predetermined answers. Where closed-ended questions were used, a follow-up
prompt asked users more details about their answers, and sometimes gave participants an
open-ended forum to explain their answers. For example, participants who answered
“Yes” to the question “Do you post content to the Baptist Easley Facebook page” were
asked “What prompts you to share original posts on the Baptist Easley Facebook page?”
This open field answer format allowed respondents to provide details in their own words,
though they did not have to fill in the answer field (Appendix C).
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Murphy suggests using multiple-choice questions in surveys, because they allow
more variability than closed questions, but are easier to code for large respondent pools
than open-ended answers (102). An example of a multiple choice question used in this
survey is, “How do you prefer to receive information from Baptist Easley Hospital?”
Participants chose from “Facebook, Email, Newsletter, Telephone, or In-person.”
Because of my first-hand experience working in the hospital‟s administration department,
I knew these were the mediums used by the hospital to share information, and therefore
would be recognizable to participants and provide logical choices (Appendix C).
Likert-scales are often used in behavioral sciences to determine attitudes toward a
phenomenon (Murphy 103). Two of these questions were implemented in this survey. For
example, the statement “I feel like a member of the Baptist Easley Hospital community
based on my involvement on the Facebook page” was designed to determine participants‟
attitude toward the online community. Participants selected an answer to describe their
own point of view, between “Strongly Agree, Agree, Neutral, Disagree, or Strongly
Disagree” (Appendix C).
Phase Two: Textual Analysis
Carol Berkenkotter suggests that researchers may be able to discover much about
an organization by analyzing its everyday texts. Berkenkotter proposes that by examining
a variety of documents researchers can uncover the culture of an organization, along with
its activities and motives. As organizations implement social media and online
communities as public relations tools, Facebook posts can be understood to be “texts,”
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just as traditional formats such as the organizational memo or press release would be
considered texts. The post can be understood to mean all elements of the post, including
textual and visual components, all discussed within the five-step methodology. Together,
these elements create a genre system of the Baptist Easley Hospital Facebook page,
discussed in the final chapter of this thesis.
By analyzing the organizational activity of posting to the Baptist Easley Hospital
Facebook page, this phase in the research aims to discover what methods the hospital is
using to communicate with its online community. Combined with the results from the
survey phase, it may be possible to deduce the successfulness of these activities and paint
an overview of the “documentary reality” Baptist Easley Hospital is creating for itself.
Genre analysis describes the social action within a setting and uses both rhetorical
and discourse techniques. Genre analysis strives to understand how texts evolve over
time. This explains the textual analysis of the posts, in an effort to understand which
factors influence the evolution of the online community as a genre of activity for Baptist
Easley Hospital. Berkenkotter also emphasizes the importance of organizational texts in
understanding the “documentary reality” of an organization. Therefore, by understanding
a corpus of texts posted to the Baptist Easley Facebook page, it may be possible to
identify variables in the organizational culture of the hospital.
According to Berkenkotter, “Qualitative researchers may also use photographs or
sketches to capture elements particular to the setting such as artifacts…they may as well
use graphics such as flowcharts or other graphic designs to represent the patterns of
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activity in the setting. Thus, collecting and analyzing organizational documents is one of
many research techniques in a researcher‟s repertoire” (Berkenkotter, 48). The emphasis
on “representing patterns of activity” is why I elected to record and analyze the Facebook
posts over a six-month period of time. Though the timeframe is limited, this research
should provide a detailed record of activity which has taken place on the Facebook page
since its inception.
The genre analysis of the sample posts is conducted through a five-step method,
described in detail below. In the first step, the rhetor or poster of the Facebook post is
determined; in most situations, Baptist Easley Hospital is the poster. However, five data
samples were collected in the six-month period in which individual members of the
community were determined to be the rhetor. In the second step, Bitzer‟s rhetorical
situation is modeled to identify the target audience for each Facebook post. The number
of likes and comments, as well as a description of the comments if applicable are
recorded in the third step. Howard‟s RIBS are used in the fourth step to code each post
according to audience group. In the fifth step, I analyze the observations for linguistic
cues and other persuasive techniques as well as feedback to determine the successfulness
of posts in reaching the desired audience.
Purpose
This data reflects activity during a six month period between June and December
2011. The primary objective of this observation is to document the frequency of posts
and responses, as well as the nature of the posts and responses. The secondary objective
of this tracking is to illuminate what types of posts created by the marketing group seem
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to be most successful with the online community, as demonstrated through likes and
comments, otherwise described as feedback.
Sample Posts
A genre analysis of the Facebook posts to the Baptist Easley Hospital is the
second phase of this study. The ad agency Gibbons-Peck is contractually obligated to
create three posts per week for the Baptist Easley Hospital Facebook page, and the
content of those posts is decided upon during meetings between representatives of the
hospital and agency. Additionally, members of the page community may independently
post content to the page. During the data collection period of this research, individuals
only posted content three times, however that information is recorded according to the
same coding schema detailed below.
Coding Schema
All posts generated by Baptist Easley Hospital are coded according to Howard‟s
“Four Elements Necessary for Long-Term Success: RIBS” (Design to Thrive, 7). The
number of likes and comments posted by Facebook users in response to these posts are
also be recorded. This phase of the research seeks to investigate which tactics of online
communication are currently being used by Baptist Easley Hospital and how the
organization‟s publics respond to each type of post as categorized by RIBS. Data
included in this phase reflects activity from the official Facebook launch date, June 6,
2011 through December 16, 2011, totaling six months and 64 hospital initiated posts.
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Anonymity and confidentiality of posts made to the Facebook page are ensured by
the data collection method. Randomly generated names were assigned to numbers, which
were then be assigned to the Facebook users who make comments. By using this doubleblind method, the identity of hospital Facebook users will be protected and remain
undisclosed in the findings of this study. The primary focus of the Facebook genre
analysis will be the posts made by Baptist Easley Hospital, as well as the number of likes
in response to the posts.
Step One – Rhetor
Each post made to the Baptist Easley Facebook page can be considered to be part
of the rhetorical situation. As discussed previously, most posts during the six-month data
collection were contributed by Baptist Easley Hospital. However, some posts were
created by individuals. Therefore, the first step in the data collection process is to
determine who the poster, or rhetor, is. The same data collection method, described
below in steps two through five, is applied to these posts to gather information about the
activity occurring within the online community. This data set is included in the same
Excel spreadsheet as hospital-initiated posts, but on a separate page so posts may be
clearly identified based on their rhetor.
In addition to the data collection method displayed in Figure 2.1, an additional
column records the “Poster Code,” an identifying feature. If a poster can be identified as
an employee, “E”, volunteer, “V”, or patient, “P”, based on their profile picture, textual
content or my personal knowledge based on my work experience with the hospital, this
information is recorded. This data can help to track who is contributing to the Facebook
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page in addition to the hospital and what type of values they are influencing upon other
community members.
Step Two - Audience
Posts are made to the page as the hospital attempts to grow its online community
and obtain feedback from community members. Through each post, the hospital attempts
to persuade members toward some sort of action. Actions could include, but are not
limited to, attending an event, watching a video, or posting pictures. As Bitzer outlines in
“The Rhetorical Situation,” “it follows that rhetoric always requires an audience…a
rhetorical audience consists only of those persons who are capable of being influenced by
the discourse and of being mediators of change” (7). This definition distinguishes
members of the Baptist Easley Facebook page as the rhetorical audience, because they
are capable of being persuaded to action in the community and are prompted to mediate
change by contributing feedback.
However, different messages may target different audiences in different ways, as I
will discuss later in the discussion of RIBS. Based on my familiarity with Baptist Easley
Hospital, I initially identified six different audience groups the posts were designed to
appeal to. These original audience groups were “medical staff, employees, volunteers,
patients, prospective patients, and general audience.” Upon further analysis, I eliminated
“medical staff” because I could find no distinguishing factors between that group and
other employees. For the same reason I eliminated “prospective patients,” and kept the
“patient” audience group. As I analyzed the data further, I realized that "general"
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overlapped with the other three groups. I originally intended the “general” category to
include community members, but from what I observed, no posts targeted community
members who would not fall into one of the three primary categories. Also, from my
personal knowledge of the page, I don't believe there are community members present
who don't fit one of these categories.
The final audience categories are “employees,” understood to be paid employees
of the hospital; “volunteers,” unpaid persons who contribute time by physically
volunteering at the hospital; and “patients,” who may be current or prospective patients of
the hospital or affiliated physician offices.
Each post may appeal to each audience group, and therefore can be coded three
times in the audience category. It is also important to recognize that individuals in the
Facebook community may fit into more than one audience group. However, the audience
categorization is based on the aspect of audience the person is being hailed as. Because
the focus of an online community is not the individual experience, but the communal
experience, audiences are identified based on their relationship to the community. As
Howard writes, “The primary focus in a community is on the user‟s commitment to a
core set of interests, values, and communication practices. The individual makes a
commitment to the group as a whole before other individual members,” (15). For
example, a community member may be both a patient and employee, but a post may hail
only the employee aspect of that individual. Therefore, it is the aspect of an individual‟s
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relationship which determines the category of audience he or she fits into for being
“hailed” by a particular post.
Step Three – Report Likes/Comments
As a template for online communities, the Facebook page offers a variety of
strategies for businesses and organizations to track the activity circulating around their
business. Two of these strategies are the “Like” and “Comment” function, which can be
used to provide feedback to a Facebook post.
The “Likes” and “Comments” created in response to Facebook posts on the
Baptist Easley Hospital Facebook page are recorded in this research for two reasons.
First, the appearance of these factors shows a level of activity taking place in the form of
community member feedback. This feedback leads to positive feelings for both the
original poster, primarily the hospital, and the individual who posted the “Like” or
“Comment. The frequency of “Like” and “Comment” activity is recorded as raw data in
Figure 2.1 and Appendix D. A discussion of “Likes” and “Comments” is further
described in the following section.
Step Four – RIBS Codes
In order to analyze which contributions to the site effectively caught the attention
of users and resulted in feedback, represented through comments and likes, I coded
Baptist Easley‟s Facebook posts according to Howard‟s “Four Elements Necessary for
Long-Term Success”: RIBS (7). After determining which audience(s) each post hails, or
appeals to, I determined which RIBS elements applied to the post.
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As previously stated, it should be noted that RIBS is not designed solely as an
analytical tool, as its being used here, but as a taxonomy for best practices in the design
and management of online communities. For this reason, the four elements are outlined in
great detail in this section to ensure the validity and reliability of the coding schema. The
operationalized definitions provided can help to ensure accuracy in the interpretive act of
coding.
Though each of the elements contains distinguishing features, the elements often
work together to create a more effective message. Howard recommends combining
strategies in the design of online communities to “help guide thinking in creative,
productive ways” and describes the elements as invention strategies (8). This analysis
applies the elements to activity which has already taken place in order to determine future
direction for the Baptist Easley Hospital Facebook community.
Because the elements may be combined in design strategy, the codes for posts are
not mutually exclusive. Each post may be coded up to four times per audience. A post
which appeals to multiple audiences (ex. patients and employees) may be coded
differently for each audience group. This means that each individual Facebook post may
be coded 12 different times.
The chart below, Figure 2.1, displays a sample of the recording method for each
Facebook post (Appendix D) The post column gives a description of the text in the
Facebook post, and is followed by the numbers of likes and comments received by the
posts. The target audience is recorded next, and indicates which audience group the post
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intended to hail. For each audience, the applicable RIBS code(s) are listed, along with the
reason for that coding. In Figure 2.1, each audience receives separate codes because they
are hailed in different ways based on their aspect as an audience. Additional textual
analysis, discussed in Step Five, is recorded in the “Pronoun,” “Punctuation” and
“Image” columns.
Figure 2.1 Facebook Data
Date

Facebook

Likes

Comments

Post

12/13

December
Babies are

Target

RIBS

Example

Pronoun

Punctuation

Image

R

Special

2

Service

volunteers

Audience

3

1 –“So

P

Sweet”

– pink

Special

jackets

I

Shape
topic

E

B

Ceremony

R

Rewarded
through
recognition
of clinical
service

I

Employees
who
deliver
babies
shape
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community

B

Leaders
share myth
about
December
babies

V

R

Rewarded
through
visual
recognition

I

Volunteers
who
interact
with babies
shape
community

B

Shared
myth about
December
babies

S

Volunteers
become
local
celebrities

Though the audience determined the codes for many posts, some posts appealed
to all three audiences in the same way. In these instances, the audiences were grouped
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together, and then the codes and examples were listed to explain the reasoning behind the
coding choice. This can be seen in Figure 2.2
Figure 2.2 Combined Audience Codes
Date

Facebook

Likes

Comments

Post

11/23

Happy

Target

RIBS

Example

Pronoun

B

Shared

We

Punctuation

Image

Audience

5

1 share

P,E,V

Thanksgiving

symbol/holiday

Female
Patients

As mentioned previously, each post may be coded up to twelve times because the
RIBS elements appeal in different ways but are often combined in posts. Each of the
elements is discussed in detail below.
Remuneration
Remuneration is the first element in this equation. This element can be understood
as the promise of rewarding the community member with something in return for their
time (44). These types of posts encourage participation and offer the user an experience
they can only gain from participating in the online community. Remuneration posts
specifically hail the audience by offering benefits, or rewards, for being a member of the
online community. The key feature promoted through remuneration is access to some
tangible good or experience.
Howard describes the CNN streaming of President Obama‟s inauguration as
remuneration for some audiences. One blogger‟s experience watching the inauguration
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explained how human beings desire to be part of social events and make meaning out of
our surroundings. Howard writes, “How we interpret the world around us and make sense
of events…is a function of the communities we inhabit” (56). By offering a front-row
virtual seat to spectators who could not physically attend the D.C. inauguration, CNN
rewarded individuals for visiting the site.
Remuneration is expressed on the Baptist Easley Facebook page with offers from
the hospital to reward followers with free classes, safety equipment and the “Best”
clinical services in the Upstate. These benefits are exclusive to members of the Baptist
Easley Hospital Facebook page, and thus, by being members individuals are granted
access to specific rights, privileges and information.
Because of the focus on community and receiving something as a benefit for
belonging to the community, the clearest example of remuneration for the patient
audience group is the Food for your Thoughts notifications. By liking the Facebook page,
members receive notifications for the upcoming events and have the opportunity for a
free lunch and to speak with a local physician. Additionally, members can watch the
lecture online if they choose, another benefit of belonging to the online community.
Howard provides a list of techniques for designing a community with
remuneration. Among the techniques listed is “Create a regular event” (58). The Food for
Your Thoughts notifications and videos appear regularly on the Facebook page in a cycle.
First, the topic is announced, then a reminder is sent out for prospective attendees, and
after the event a video is posted for individuals who want to attend the event virtually.
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Howard writes, “These kind of regular events are critical because they encourage users to
participate in a community. They help members remunerate the community by making
the community a regular part of their lives rather than a happy accident” (73).
In addition to posts that are intended to remunerate members of the online
community, the “Like” and “Comment” responses to hospital-initiated posts remunerate
the hospital and the online community itself. Because “Likes” and “Comments” provide
the feedback sought by the hospital, the posts which receive these indicators show how
they were perceived by community members. “Likes” and “Comments” are recorded as
raw data which signify the element of remuneration. Additionally, individuals who
contribute to the page in this way may be motivated to participate in the community
regularly.
Remuneration can be distinguished from the other elements because it hails
members by offering a reward. This reward can be tangible, such as a product, or
intangible, such as a service or experience.
Influence
Influence is the second element of RIBS which exists “in a community when its
members believe that they can control or at least shape the policies, procedures, topics,
and standards of evidence used to persuade others” (Howard 82). This element introduces
different levels of participation which are granted to members based on their social
capital and cultural competence.
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Howard describes the work of Charlene Li and Josh Bernhoff to provide a
classification system of participation in online communities. This “social technographics
ladder” creates a hierarchy of the participation, and thus influence, members have within
a community (85). The chart below, Figure 2.3 provides information about the member
categories, characteristics and needs (90). These membership categories will be used in
the data analysis to describe the activity of community members.
Influence posts encourage the audience to actively contribute to the Facebook
page. These posts recognize the power of members by allowing them to share
experiences and opinions. By sharing with the rest of the community, members show the
hospital that they are actively engaged and also show other members that they are active,
or influential, within the community. Influence can be understood as a type of post made
by the hospital in the hopes of instilling these reactions of sharing and power among
members, and are commonly seen as a call to action. Influence may also be synonymous
with user-exerted control over the shape and activity of the online community. Baptist
Easley Hospital encourages members to recognize their voice within the community, and
strives for interaction among members in the community. The most salient example of
an influence post on the page is the July 19th invitation for community members to post a
comment that “Shares how much you care” (Appendix D).
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Figure 2.3 Social Technographics Ladder
Member Type

Creators

Characteristics

Create the primary, initial
content for a community or
network

Influence Needs
Need to know they‟re being
read and have some impact

Want to shape and persuade
the minds of other members
Critics

Critics will comment on the
entry Creators post
Consensus builders

Collectors

Add value to social
networks and communities
because they sort the content
created by Creators and
Critics into ordered and
ranked categories

Need feedback that helps
them determine how values
in the network or
community are lining up
Need to have questions sent
to them asking if they have
information in their archive
that will help the
community
Need to hear that their
social bookmarks, archives,
or collecting behaviors are
valued by the community

Joiners

Have influence simply by
virtue of the profiles they
choose to fill out and
complete

Need to see that other
people have viewed their
profile information
Need to see that their mere
presence had influence

Spectators

This group benefits from
and “consumes what the rest
produce” ([4], 45)
Implies appreciation for the
content generated by the
Creators and Critics

Inactives

Expend no energy on behalf
of the social network and
don‟t participate
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Need to see that Creators
and Critics appreciate the
time that they invest
reading their blogs or
postings or watching their
videos

Have all of the influence
needs of the previous five
membership types, but
these needs aren‟t being
met

Additionally, influence can be seen through the feedback provided by members of
the online community. “Likes” and “Comments” are signs of influence, because members
recognize their power to contribute, or share, an opinion with the community. Individuals
who participate in this way are critics, according to Li and Bernhoff, who provide
feedback in order to shape the values of the community. Essentially they “Like” what
they see, and make their mark in the form of a comment or thumbs-up to encourage
similar types of activity. “Likes” and “Comments” are recorded as raw data in Appendix
D and Figure 2.1, which signify influence.
Baptist Easley launched its social media sites internally first, to give employees
and volunteers the opportunity to explore the site and contribute as the primary
influencers of the community. The external launch of the sites occurred in late July, and
currently each visitor to the hospital micro site Caringisourcalling.com is invited to join
the Baptist Easley Facebook page and post comments. The Facebook page is an open
community, requiring only a “Like” to join the page and influence the community.
Belonging
Belonging is a sense of self that signifies identification with the larger
community. Belonging derives from “techniques or mechanisms by which…members of
the community develop the sense of social „presence‟, signifying shared bonds, stories
and experiences with other community members (Howard 130). Belonging can also be
linked to the recognition of identity within the group. Howard writes, “As designers, we
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create rituals of membership that serve the epideictic function in our communities, that is
they celebrate the „brand identity‟ of the community” (130).
Howard provides a list of techniques for designers to create a sense of belonging
for members within a community. The techniques and strategies are (144):
Create and distribute a story of origin
Create an initiation ritual
Encourage your leaders and elders to share mythologies
Encourage members to share myths and stories about themselves
Create leveling up ceremonies
Establish routines and protocols
Establish symbols, colors and visual identities
Use a membership application as an initial ritual

To describe leveling up ceremonies, Howard tells the story of a teaching
community that sends out regular announcements of member achievements. Similarly, on
the Baptist Easley Facebook page the sense of belonging is conveyed to employees and
volunteers through the use of monthly awards. Posts include professional photos
featuring real employees and volunteers, and by doing so signify the upper level of status
which those individuals have achieved. Essentially, they have leveled-up in the
community based on status, and everyone who can recognize these individuals can also
identify with the sense of belonging. Also, the notification of Dr. Roberson‟s title as
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Physician of the Quarter would qualify as belonging to employees because of coworkers‟ recognition of Dr. Roberson as one of their own community.
While some communities exist solely online, Baptist Easley Hospital does not.
Although many events and activities are posted to the Facebook page, most are actually
taking place in the physical location of Easley, South Carolina.
Howard uses the physical example of leveling up in the Boy Scouts to describe
belonging. Ceremonies and privileges are awarded to Boy Scouts who rise through ranks.
The experience of rising through the ranks creates a special memory and bond between
Scouts (135). Howard also uses character involvement in the virtual community World of
Warcraft to demonstrate how shared myths and collaboration signify belonging online
(149).
Both of these examples demonstrate that belonging can be conveyed to
individuals in virtual and physical space, through different techniques. For the Baptist
Easley Hospital Facebook page, virtual activity derives its significance primarily from
events and activities which are taking place in the physical community, such as Food For
Your Thoughts events and awards notifications. As Lin and Lu indicate, activity taking
place on Facebook fan pages can translate into a real sense of brand loyalty toward the
organization (2011). “Fan pages can provide a channel for posting themed content,
information, and activities…this interaction is a way to strengthen relationships between
fans and also a powerful way to transmit brand value. This type of interpersonal
interaction and communication can help users and team members to understand or accept
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the languages, codes, values, and practices of their organization and help to promote
common goals and similar values” (566).
Significance
Significance involves the building of the brand and reputation and is often the
least understood in the creation of online communities (Howard 169). According to
Howard, members have to believe that they will benefit from joining the community.
Howard writes, “People will attempt to acquire „social capital‟ that will „buy‟ them
access to individuals and conversations that will allow them to achieve their particular,
individual goals” (171). Significance can explain people‟s motivations in joining and
participating in groups and can be seen as a motivator.
From the design perspective, an online community can gain significance by
focusing on quality rather than quantity. Howard writes, “It‟s about building a
conversation and a relationship with your customers now. Traditional marketing is passé
in an age when the new marketplace is online and when potential customers use social
media to learn about you instead of learning about you through commercial messages in
mass media” (173).
Significance posts encourage members to stay active within the community, based
not only on the bonds, power and rewards they experience, but also because they feel
important based on their membership. Howard provides a list of techniques for creating a
community that conveys significance. This list includes (186):
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Provide a story that shares a vision
List members‟ accomplishments
Participate in influential communities to create trails back to yours
Build your social network or community in a custom space
Make connections with other leaders in social media
Celebrate celebrities
Create a contest, game or video
Mobilize your existing members

Patients of Dr. Roberson‟s, and other audience members who are familiar with the
doctor, may have felt significance when he was announced on BEH Facebook as
“Physician of the Quarter.” This signaled his impact on the community, and brought the
distinction to members virtually by showing his picture as a local celebrity.
Informative posts which offer details about special events or months of awareness
which feature a partner of name notoriety may convey significance to the audience. For
example, the 11/10 post promoting awareness of diabetes conveys a partnership between
BEH and the American Diabetes Association; through process of association with an
“influential community,” the information posted by Baptist Easley Hospital may appeal
to audiences as more reputable and significant.
Step Five - Rhetorical Analysis of Text and Symbols
The Facebook page is a multimodal text, operating from a combination of words,
images and symbols to communicate. In addition to the data recorded in Figure 2.1, the
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following information is recorded to provide a thick description of the activity taking
place on the Facebook page.
As Cheney indicates in his discussion of house organs, the transcendent “we” is a
subtle, yet effective way to symbolize belonging to a group of individuals. Cheney‟s
synthesis can be applied to this research for hospital posts which directly hail the user
through use of the personal pronoun “we.” This is a strategy of belonging, used to
indicate a shared bond between the hospital and community members.
Similarly, Althusser‟s theory of interpellation shows that individuals can be hailed
or recruited by statements. The “Hey, you there” function of interpellation may be carried
out through the use of the implied or explicit personal pronoun “you.” Posts which
contain this language also indicate belonging to community members, because they
signal that the information contained within the post has been specially crafted for the
individual reader.
Howard writes in his discussion of remuneration, “If you want to encourage users
to add content to your site and contribute, it‟s important that you make that experience
fun, even when you‟re working with a professional community” (58). To provide a sense
of fun, Howard recommends the use of emoticons. Though none were used within the
data collected, the exclamation mark provides a similar insight to the emotion within a
post. Because the signal of emotion can be an encouraging reward, the use of that
punctuation is recorded.
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Similarly, question marks signal to the audience a need for an answer. This invites
community members to influence the community by sharing their answers or values.
Posts that contain question marks are also coded for punctuation.
Images can be strong indicators of attitudes, events and activities within an online
community. Within the Facebook page, Baptist Easley Hospital uses a thumbnail of the
hospital logo with the tagline “Caring is Our Calling,” to accompany every hospitalinitiated post or comment. Cheney defines unifying symbols as “revered symbols” that
create feelings of unification (155). The emphasis on “our” in the slogan is another
example of the transcendent “we” reappearing to remind users that the organization is
comprised of people with similar interests, enthusiastic in their participation in the
Facebook community and physical community. The subtle presence of the recognizable
logo provides community members with a sense of belonging.
In addition to the thumbnail logo, each post made by the hospital is accompanied
by a photograph. These professional photographs are in-brand with the guidelines set by
the hospital and Gibbons-Peck. Pictures often feature real individuals of the hospital
community, such as employees and volunteers. Images will be recorded in the data
collection, along with an indication of which hospital audience group is included in the
image.
Data recorded regarding specific textual and visual codes and symbols is recorded
in the same chart shown in Figure 2.1. Any indicative pronouns are recorded in the
“Pronoun” column; punctuation such as exclamation or question marks are included in

44

the “Punctuation” category; and a description of the subjects of the images associated
with each post are recorded in the “Image” column.
Conclusion
This chapter details the step-by-step process in this two-phase research model to
discover the social capital being built and interpreted by users of the Baptist Easley
Hospital Facebook page. The next chapter discusses the results of the survey phase.
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Chapter Three: Survey Results
The contents of this chapter detail the responses to the online survey, broken
down question-by-question. Respondents cannot be identified by their answers due to the
data collection method of activating a Web link connector in the survey distribution. The
results contained in this chapter, combined with the analysis of the Facebook page, may
point to guidelines of best practices for the growth and development of the Baptist Easley
Facebook page online community.
Results
After surveys were distributed through Survey Monkey to the representative
sample, 54 notifications were returned with inaccurate emails. Though this figure is not
calculated in the survey response results, it should be noted that organizations must keep
accurate, updated contact lists in order to optimize the reach of all communication.
Between November 16 and December 1, 2011, 96 surveys were completed by
members of the Baptist Easley Hospital database. In total, 387 surveys were sent out
based on the random sample of the population and the 54 inaccurate email addresses.
These figures indicate a 24.8% response rate of surveys sent.
The survey questions are listed below in the order which they appeared in the
online format, after respondents agreed to the terms of the Informed Consent message.
Results for each question are formatted the same to provide a consistency of
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comprehension. First, the question number and question are phrased verbatim from the
survey. Following the question is a detailed breakdown of the type of question (multiplechoice, open-ended, close-ended, Likert scale), number of respondents per question, and
the number and of respondents for each answer choice within the question.
A chart follows each question report to visually display the data. All charts are bar
graphs, designed with the scale of 0-100 respondents, as the survey returned a total of 96
responses. The only questions that do not include a chart in the report are open-ended
questions, because the data provided by respondents was free response and cannot be
summarized as raw numerical figures.
An output Excel spreadsheet contains all the raw data discussed in this chapter as
a survey summary (Appendix E).
Question 1:
How do you prefer to receive communication from Baptist Easley Hospital?
This multiple-choice question was phrased to encourage respondents to be truthful
about their communication with the hospital. By allowing respondents to choose from a
variety of active communication pieces, this audience analysis research may help the
hospital staff understand the communication wants and needs of their audience. The
entire survey population, 96 participants answered this question.
The largest portion of the sample population, 86 people or 89.6%, elected email as
their preferred method of communication; this is not surprising as all individuals in this
database were initially contacted for this study through email. In much smaller segments,
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6.3% or 6 individuals said they prefer communication through email; 3.1%, 3 people,
prefer in-person communication; and 1%, one person, via telephone (Fig. 3.1). No one in
this survey answered that Facebook is the preferred method of communication with the
hospital, illuminating an interesting gap between the activity in the online community and
its audience.
Figure 3.1

Question 2:
Do you use Facebook?
Respondents were provided only “Yes” and “No” choices for this close-ended
question. All 96 participants responded to this question. Of the responses, 63 individuals
or 65.6% of respondents reportedly use Facebook, while 33 people or 34.3% did not as of
the December 1 survey collection date (Fig.3.2).
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Figure 3.2

Question 3:
Are there factors which would motivate you to join Facebook?
Respondents who reported “No” in the previous question were directed to another
question page which asked the open-ended question “Are there factors which would
motivate you to join Facebook?” Of the 33 individuals who answered “No” in question
two, 28 responded; 26 replied that they could not be motivated to join Facebook. Two
individuals independently answered that staying in touch with their grandchildren and
having Internet access might sway their decisions (Appendix F). Because of the openended style of this question, no chart appears to display the data.
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Question 4:
Are you aware of the Baptist Easley Facebook page?
This close-ended question was designed to gauge the awareness in the sample
population of the hospital‟s online community. Everyone in the database was invited to
join the page through email. Of the 96 survey participants, 64 individuals responded to
this question. Of the respondents, 54 individuals or 84.4% said they were aware of the
page, while 10 individuals or 15.6% were not aware (Fig.3.3).
Figure 3.3

Question 5:
Have you visited the page?
The 54 respondents who claimed awareness of the Facebook page in the previous
question were directed to this question. Out of the sample of individuals who have
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Facebook and are aware of the hospital page, 54 responded. Out of the 54 respondents, 37
individuals or 68.5% responded that they had visited the page, while 17 individuals or
31.5% indicated they had not visited (Fig.3.4).

Figure 3.4

Question 6:
Have you selected the “Like” option on the page?
Individuals who were aware of the page were asked this question to determine
what portion of the sample population joined the community. Out of the 54 respondents
aware of the page, all 54 responded to this question. This question and respondents‟
answers laid the foundation for uncovering details about involvement in the online
community. Of the 54 respondents, 33 individuals or 61.1% indicated that they liked the
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hospital Facebook page, while the remaining 21 individuals or 38.9% had not selected the
“Like” option (Fig.3.5).

Figure 3.5

Question 7:
Select the reason that best describes why you chose to “Like” the Facebook page?
This multiple-choice question targeted the motivations of individuals who joined
the community. Individuals were given five choices and an open-ended “Other” category
to write in their response if they did not identify with the other categories. The categories
were selected based on activity taking place on the Facebook page.
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Of the 33 individuals who answered this question, six people or18.2% of
respondents reported that they joined the community because they were attracted by
pictures or videos posted on the site. One person reported that they joined the community
because they knew other people in the community. An additional 11 people or 33.3%
liked the page because they were invited by the hospital, and responded to the email.
Eight respondents, or 24.2%, reported that they joined the community because they enjoy
communicating through social media (Fig.3.6).
Seven individuals selected the “Other” category. Of these responses, four
identified themselves as employees who wanted to show support for their workplace.
Three others individually reported that they wanted to show support for the hospital,
identified with an individual in an article that was posted, and had a personal experience
with the hospital (Appendix F).
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Figure 3.6

Question 8:
Select the reason that best describes why you did not “Like” the page.
The 21 individuals who previously said they did not select the “Like” option on
the page were directed here. Of the 21 respondents to this question, 2 people or 9.5%
simply stated that they do not use the “Like” function on any Facebook pages. Twelve
respondents or 57.1% reported that they only use Facebook for individual contacts, rather
than to receive communication from businesses or organizations. Though another option,
“I didn‟t recognize anyone on the page,” appeared as a choice, no participants selected
this answer (Fig.3.7).
Seven respondents selected the “Other” option. Three individuals stated that they
had not “Liked” the page because they cannot access social media at work. Three
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individuals indicated that they had not yet had the time to visit the page. One individual
described themselves as “Neutral” toward the page and indicated that while they didn‟t
“dislike” the page, they also did not view it as a useful tool (Appendix F).
Figure 3.7

Question 9:
How often do you visit the Baptist Easley Hospital Facebook page?
Those who earlier reported visiting the Facebook page were directed to this
Likert-scale question. Of the 33 respondents to this question, 18 indicated that they
“Sometimes” visit; three reported “Monthly”; eleven selected “Weekly”; and one
individual reported “Daily” visits to the page (Fig.3.8). Though a “Never” option was
included as a choice, none of the respondents selected that answer.
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Figure 3.8

Question 10:
Do you post content to the Baptist Easley Facebook page?
Respondents who “Liked” the page and reported viewing the page were directed
to this close-ended question. Of the 33 respondents, 30 individuals or 90.9% said they
have never posted to the page, while only three individuals or 9.1% claim they have
(Fig.3.9).
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Figure 3.9

Question 11:
Which content do you prefer to post?
The three individuals who reported posting their own content to the page were
directed to this close-ended question. Two individuals indicated that they prefer to
comment on pre-existing hospital posts, while one said they preferred posting original
content (Fig.3.10).
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Figure 3.10

Question 12:
What prompts you to share original content on the Baptist Easley Facebook page?
This question was formatted as an open-ended follow up question to seek
reasoning for content posting according to respondents‟ answers in Question 11. The one
individual who reported posting original content described their motivation for posting
as, “To let others know about our hospital and all it has to offer” (Appendix F). This
information is not detailed in a chart because of the open-ended style of the question.
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Question 13:
Which hospital posts are you most likely to respond to?
The two individuals who responded that they prefer to comment on hospital
Facebook posts were directed to this multiple-choice question. Respondents chose from
“Events,” “Information Series,” “Videos and Photos,” “Invitations,” and “Poll
Questions.” Though five options were provided for the two respondents to this question,
both replied that they were most inclined to comment on “Event” postings on the
Facebook page (Fig.3.11).
Fig.3.11
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Question 14:
Please indicate your level of agreement with the following statement: I feel like a member
of the hospital community because of my involvement on the Facebook page.
This Likert-scale question was asked to illuminate how successful the Facebook
page is in creating a sense of community, or belonging, to the individuals who participate
in this form of communication. The choices provide an opportunity for respondents to
reveal attitude toward the Facebook community. Choices included, “Strongly Disagree,”
“Disagree,” “Neutral,” “Agree,” and “Strongly Agree,” in order from right-to-left. Only
three survey participants responded to this question. One participant disagreed with the
statement, while two strongly agreed (Fig.3.12).
Figure 3.12
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Question 15:
Would you care to explain your answer?
The three respondents in the previous question were directed to this open-ended
question; two replied. One declined to expand upon his or her answer. The other
individual indicated that he or she has been a long time employee and believe social
media is a great way to expand the reach of the hospital and its services (Appendix F).
Because of the open-ended nature of this question, the data is not displayed in a chart.

Question 16:
Please indicate your level of agreement with the following statement: The “Caring is our
Calling” tagline makes me feel positively about Baptist Easley Hospital.
Another Likert-scale question, 33 respondents replied to this statement. Of the
respondents, 18 individuals or 54.5% indicated they strongly agree; 12 individuals or
36.4% agree; and three respondents or 9.1% were neutral (Fig.3.13). This question was
asked to determine the attitude of community members toward the tagline which
represents their online and physical community, and is often used on the Facebook page.
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Figure 3.13

Question 17:
Would you care to explain your answer?
Eleven individuals contributed to this open-ended question stemming from the
previous question. Responses to this question varied dramatically. Seven individuals
implied that they believe the “Caring is Our Calling” tagline to be a true statement of the
professionalism and compassionate nature of all those who are affiliated with the
hospital. One individual claimed neutrality and viewed it as “Just a slogan.” One
individual felt positively about the tagline because it was thought provoking, while
another thought it implied a positive Christian message. One individual replied, “I don‟t
place my trust in a business based on what they say, but how they treat me,” showing no
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direct correlation toward a particular opinion (Appendix F). Because of the free-response
nature to this open-ended question, data is not displayed in chart form.

Question 18:
Please take a moment to visit the Baptist Easley Facebook page at
http://www.facebook.com/baptisteasley. What improvements would you make to the
Facebook page?
All 96 participants were directed to this question and provided with the Facebook
page URL; 79 responded. Because this research focuses on the user experience of all
hospital audience segments, it is important to receive feedback about the wants and needs
of those members. Respondents were allowed to select more than one answer, but no
more than two to this question.
Of the 79 respondents, 38 individuals or 48.1% responded that they would like to
see more photos and videos on the site. Another 38 individuals reported they would like
more detailed information about hospital events. An additional 26 individuals, or 32.9%,
selected the option to RSVP for hospital events as a useful tool. Another 36 respondents,
or 45.6% of respondents, would like to see more posts from hospital physicians and staff
on the page (Fig.314).
Another 23 participants selected the “Other” category. Seven individuals simply
indicated that this question did not apply to them; some did not elaborate, while others
stated that they do not use Facebook. Eight respondents were taking the survey while at
work at the hospital and were unable to access the site due to hospital policy; two of these
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individuals indicated that it would be an asset to visit the site at work, with limited
access. Four individuals found the site “good”, “okay”, or “satisfactory”, though one of
these individual also stated that including pictures of the local community, such as the
hospital or town of Easley, would be an upgrade. One individual said the site could
benefit from interaction with the doctors, as individuals feel more comfortable with their
physicians when they feel like they know them. One individual expanded on the RSVP
function, stating that it would be particularly useful for certain events. The two remaining
participants indicated that they did not know what specifically could improve the
Facebook page (Appendix F).
Figure 3.14
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Question 19:
Would you care to explain your answer?
Individuals were given the opportunity to detail the answer they selected in the
previous question in this open-ended question. Twenty-five contributed answers, which
were predominantly similar to those signified in the “Other” category in Question 18.
Fourteen respondents simply wrote “No” or “N/A.” Four indicated restriction to
Facebook access either from the hospital or a school district; one of these implied
resentment toward this policy at the hospital. Two individuals responded that they would
like to see more activity from “real” people taking place on the page. Two others stated
that photos would create a more attractive site; one specified that the only photos now are
of Hospital Foundation events, and are insufficient. One individual supported the RSVP
function and supported more events; one stated they had no basis of comparison for the
success of this page; and one respondent stated they only use Facebook for personal
access (Appendix F). This data is not represented in a chart because of its open-ended
nature.

Demographics
This section may illuminate variable factors in the participatory population of the
Baptist Easley Facebook community. This information may also provide valuable market
research about the representative target audience.
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Question 20:
Age
Of the 79 participants who responded, 49 respondents or 62% were between the
ages of 41-64; 24 respondents or 30.4% between the ages of 18-40; and six respondents
or 7.6% were age 65 or older.
Figure 3.15

Question 21
Ethnicity
Of the 77 respondents to this question, 75 individuals or 97.4% identified
themselves as Caucasian. Two participants, or 2.6%, identified themselves as African-
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American, while no one selected the Hispanic or Asian/Pacific Islander. Two respondents
also selected the Other category (Fig.3.16).
Figure 3.16

Question 22
Gender
Of the 78 respondents, 62 individuals or 79.5% reported themselves as female
while the remaining 16 individuals or 20.5%were male (Fig.3.17).
Question 23
Relationship with Baptist Easley Hospital. Please select no more than two that best apply
to you.
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Of the 79 respondents to this final question, 63 identified themselves as hospital
employees; two as community advisory board members; four as foundation members;
five as medical staff; four as volunteers; five as patients; and two as visitors to the
hospital (Fig.3.18).
Figure 3.17
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Figure 3.18

Summary of Findings
According to the survey results, the most popular method of communication with
the hospital for respondents is email (Fig.3.1). This is not particularly surprising as this
survey was distributed through email, implying that all participants have some familiarity
with the medium, and receiving email from hospital addresses.
Even though 63 respondents to the second question admittedly use Facebook,
none selected it as their preference for communication with the hospital. As Baptist
Easley Hospital strives to develop an active online community, members‟ current lack of
interest will be a challenge.
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Of the survey population uninterested in Facebook, none could be motivated by
Baptist Easley Hospital to join the community (Appendix F). This lack of interest points
to a segment of the hospital community, who for varying reasons, will not transfer their
brand loyalty of the hospital to the Facebook page. Based on the rural location of the
hospital, it is possible that Internet access is a limiting factor for some individuals. The
age range of some participants, discussed later in the findings, may also be a
discriminating factor as social media is a relatively new technology.
Of individuals who visited and “Liked” the Facebook page, motivations varied
widely. The largest amount of respondents selected the multiple-choice answer that the
hospital‟s email invitation motivated them to join, reinforcing the strength of email
communication (Fig.3.6). Of respondents who chose the “Other” category, four identified
themselves as employees who are “proud” of the hospital, “like to stay in the know,” and
“like to see the updates” (Appendix F). Such positive feedback from employees will be
discussed in the next chapter in conjunction with the RIBS codes analysis.
Of individuals who chose not to “Like” the page, the majority responded that they
simply use Facebook for individual contacts, not to communicate with businesses or
organizations (Fig.3.7). This may clarify why some respondents could not be motivated
by Baptist Easley Hospital to join, regardless of circumstances. Three respondents to the
“Other” category wrote in that they either do not or cannot access Facebook from work
(Appendix F). This may correlate to suggestions made within the survey, discussed later
in this section.
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According to Question 9 responses, most survey participants visit the Facebook
page “Sometimes,” an indeterminate amount of time, which may account for the low
amount of activity on the page (Fig.3.8). Though only three respondents reported adding
content to the page, it should be noted that two felt more comfortable commenting than
posting their own original material. These individuals reported commenting on events
(Fig.3.10, 3.11). In retrospect, the design of this question does not yield much
information; an open-ended question asking respondents to share their commenting
experience may have yielded more detailed results. The participant who reported posting
original content self-identifies as a hospital employee through the motivational statement,
“To let others know about our hospital and all it has to offer” (Appendix F). The use of
the pronoun “Our” shows a level of possessiveness or ownership toward the hospital. The
low rate of activity and user involvement, as well as the employee response, will be
discussed further in chapter four.
In the first Likert-scale question, participants were asked to rank their attitude
toward the Facebook page‟s role in building a sense of community. Only three people
responded to this question. It could be that the question was not framed well, and that
accounted for the low response rate. Of the three participants, two strongly agreed
(Fig.3.12). One respondent expanded in an open-ended response field, “I am a member of
the hospital community because of the many past years of involvement prior to social
media. Also, I do believe social media is a new and positive way for folks to become
even more educated about our hospital” (Appendix F). Similar to the response about
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posting original content, this individual seems to be an employee in support of the
hospital‟s use of social media.
It is interesting to note that the following question asked about participants‟
attitudes toward the tagline, which garnered a significantly higher rate of response. This
may be because participants were asked to rank their feelings, rather than their sense of
community, which may be a more familiar concept. Respondents overwhelmingly agreed
strongly that the “Caring is Our Calling” tagline made them feel positively about the
hospital (Fig.3.13). This will be discussed further in final chapter.
The final survey question prompted participants to visit the live Facebook page
and suggest improvements they would like to see. In addition to selecting all multiplechoice responses, participants also wrote in responses. While some answers did not
provide much detail, others were quite specific. For example the individual who posted,
“If the Doctors could put a little information like how long they have worked here in the
hospital and what their specialty is. The community might feel like they know the Doctor
a little more before going to their practice for the first time,” clearly believes interaction
with physicians would be helpful in building community (Appendix F). Of the eight
individuals who could not access the Facebook page from work at the hospital, one
wrote, “Cannot view due to site being blocked on campus. I think it would be a larger
benefit if available while at work with limited use,” indicating a desire for employee use
(Appendix F). These issues will be discussed further in the final chapter.
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According to the demographics, the representative sample of the Baptist Easley
Hospital Facebook community is predominantly Caucasian females between the ages of
41-64 who are employees of the hospital (Fig 3.15, 3.16, 3.17, 3.18). This may correlate
to the rhetorical analysis of images discussed in chapter four. Also, respondents
overwhelmingly identified themselves as employees of the hospital, though the primary
target audience for the hospital is patients. This will also be discussed further in
conjunction with the textual analysis.
This chapter details the findings of the survey phase of this research study. The
findings will be further discussed in chapter five. The following chapter reveals the
results of the textual analysis phase.
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Chapter Four: Textual Analysis Results
This chapter details the findings of the textual analysis I conducted of the Baptist
Easley Hospital Facebook page. The results are formatted in the progression which the
analysis was conducted, step-by-step, as discussed in chapter two. The first step details
the findings of the rhetor, or Facebook poster. Results of the second step include data
about audience coding. The frequency of Likes and Comments for Facebook posts are
discussed in the third step. A detailed discussion of the RIBS coding data is included in
the fourth step. Finally, the results of the texts and symbols used on the Facebook page
are discussed in step five.
Results
The raw data according to the textual analysis is represented within this chapter.
All data is recorded an Excel spreadsheet (Appendix D). The data recorded in each step
of the analysis process is reported. After the brief discussion of each step, a bar chart
formatted according to the same template used in chapter three is used to visually
represent the data. In some cases, multiple charts represent the data collected in one step.
For example, a diverse amount of data was collected during step five, and six different
charts represent those findings.
Another difference in the representation of data in this chapter as opposed to
chapter three is the scale to which charts are formed. In the report of survey findings, it
was appropriate to use a uniform scale of 100 to represent findings, because a population
of 96 participated in the survey. In the representation of textual analysis, however, the
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scales vary due to the diversity in amount of elements studied in each step. However,
consistency was implemented when the same type of elements were studied. For
example, Figures 4.5 and 4.6 are both formatted to the same scale because of the
similarity in data they represent.
Also, some charts include hospital-initiated data and user-initiated data for direct
comparison. The difference between the two types of data is discussed further in step one.
In some cases, hospital-initiated and user-initiated data were split into separate charts to
more clearly convey the data of interest.
Step One - Rhetor
The first objective of the textual analysis was to determine who contributes the
posts studied within this research to the Baptist Easley Hospital Facebook page. To
determine this, I simply looked at each individual post and examined whose name or
organization was represented with the post. Visual literacy and basic knowledge of
Facebook provide this information.
Of the 69 posts made within the six-month period of this research study, 64 were
created by Baptist Easley Hospital, referred to as hospital-initiated posts (Fig.4.1). The
other five posts were made by individual members of the hospital community, referred to
as user-initiated posts (Fig.4.1).
Based on my personal knowledge and association with the hospital and its
partners, I was able to determine the relationship between individual posters and the
hospital in four out of five instances. Two posts were made on August 5, one by a patient
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and one by a business partner. The November 10 post was created by a different business
partner. The relationship of the rhetor of the November 26 post could not be determined,
and the December 9 post was made by a hospital employee.
Figure 4.1

Because this data took place over a six-month time period, I also observed the
frequency of posts each month. This data may illuminate variables in the frequency of
activity as the remaining five steps are analyzed. It should be noted that the month of
December only received a partial collection, as the data collection for this survey ended
on December 16, 2011, and the posts in June did not begin until June 6, 2011, when the
page was launched.
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Six hospital-initiated posts were made in December; nine in November; 10 in
October; nine in September; 11 in August; 10 in July; and nine in June. The user-initiated
posts were only made during the months of December, one; November, two; and August,
two (Fig.4.2).
Figure 4.2

Step Two - Audience
The second step in this analysis was designed to determine the target audience of
each post, based on the context of the message. After carefully inspecting the posts within
this time period, I separated all members of the Baptist Easley Hospital into three
categories: Employee (E), Volunteer (V) and Patient (P). It is important to note that
although some individuals may overlap categories in their actual relationship with the
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hospital, these categories are designed to demonstrate the aspect of audience hailed by the
hospital. For example, a community member may be both a volunteer and patient, but a
post that offers reduced-cost services to patients would hail the patient aspect of that
individual and be coded as “P.” This process is discussed in detail in chapter two.
Each post was coded according to audience, but also by the appeal being made to
the audience, discussed further in step four. Based on the RIBS codes in that step, posts
appealed in certain ways to specific audience groups, as messages are tailor made for
audiences. In most cases, posts were coded according to their individual audience
category, for example “P” for patients. Because a post can be coded up to twelve times,
the same post could also appeal to the two other audience segments, but the appeal would
be different because of the dependence on the audience to craft the message.
However, some posts made the same appeal to multiple audience groups; in this
way these posts were more of a general appeal targeted to two or more of the three
audiences. In these instances, the audiences were grouped to create an ease of
comprehension within the data collection (Appendix D). Where exactly the same appeal
was seen to be made to different audiences, the target audiences were combined, such as
E,V for posts that specifically hailed employees and volunteers, and P,E,V for posts that
appealed to all three groups in the same way.
Of the 64 hospital-initiated posts, 45 targeted the individual audience category of
patients. Twenty-one posts targeted the employee audience specifically. One post
targeted the volunteer audience (Fig.4.3). Another 17 posts appealed to a combined
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audience of patients, employees and volunteers (P, E,V). Employees and volunteers were
targeted as a combined group in seven posts (Fig.4.3). No posts targeted patients in
combination with employees (P, E) or volunteers (P,V).
Within the data collected from the five user-initiated posts, two targeted the
combined P, E, V group, two targeted the E,V group, and one targeted employees
specifically. No user-initiated data directly hailed patients, volunteers, the P,E or P,V
groups (Fig.4.3).
Figure 4.3
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Step Three – Likes/Comments
Likes and Comments represent feedback given to the poster by other members of
the online community. Out of the 64 hospital-initiated posts, a total of 147 Likes were
recorded (Fig.4.4). Thirteen comments were recorded. Facebook allows community
members to “share” a post with their own social media community. When a member of
the Baptist Easley Hospital community shared a post, this notification appeared on the
Facebook wall and was recorded in the comment column during data collection
(Appendix D). During the six-month period, seven posts were shared.
Among the user-initiated posts, four likes and two comments were recorded. No
shares were made (Fig.4.4).
Figure 4.4
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Because this research studies activity within a six-month period, the chart below
displays the feedback activity which took place during each of the six months of time
(Fig.4.5). Among hospital-initiated posts, 25 likes, two comments and one share were
posted in December; 34 likes, two comments and four shares were posted in November;
17 likes, but no comments or shares were recorded in October; 17 likes and two shares
but no comments were recorded in September; 25 likes, five comments but no shares
were recorded in August; 14 likes and 2 comments but no shares were posted in July; and
15 likes, two comments and no shares were posted in the month of June (Fig.4.5).
Among user-initiated posts, one like was received in December; one like and one
comment in November; and two likes and one comment were posted in August (Fig.4.6).
These were the only months of activity for user-initiated posts. During this time, no
shares of user-initiated posts occurred.
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Figure 4.5
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Figure 4.6

Step Four – RIBS Codes
As detailed in chapter two, Dr. Howard‟s RIBS elements for long-term
community success are being used as an analytical tool in this research study. The
elements, otherwise referred to as codes, are: remuneration (R), influence (I), belonging
(B) and significance (S). These four elements were used as codes in conjunction with the
audience category to determine how hospital messages were crafted to hail audiences. To
analyze this data, each of the four elements is displayed holistically, and then broken up
by audience categories to show correlations between audiences and RIBS codes. As
discussed in detail in chapter two, each post may be posted up to twelve times; four
times, representing each element of RIBS, for each of the three audience groups. For
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example, one post may appeal to each audience, patients, employees and volunteers,
appealing to each audience through different instances of remuneration, influence,
belonging and significance. The term “post” refers to a traditional Facebook post, but an
“instance” can be understood as a post filtered through the hailed audience lens. For
example, all members could view the December 16 “Healthy Holiday Cooking” post, but
the hailed audience of patients, experienced an instance of remuneration due to the
accessibility of the direct link.
The total number of codes collected for the 64 posts was 250. Among the five
user-initiated posts, 17 codes were recorded. Of the 64 hospital-initiated posts and 250
total codes, 86 instances were coded as remuneration, R; 47 instances were coded as
influence, I; 47 instances were coded as belonging, B; and 70 instances were coded as
Significance, S (Fig.4.7).
Of the five user-initiated posts and 17 codes, five instances were coded as
remuneration, R; five as influence, I; two as belonging, B; and five as significance, S
(Fig.4.7).
For example, a popular instance of remuneration within hospital-initiated posts
was accessibility of online videos, such as Food for Your Thoughts presentations by
hospital physicians. For members of the community who may not have known or may
have been unable to attend in-person, watching the video online could be perceived as a
benefit. An instance of influence within the same Food for Your Thoughts video post
would be the presenting physician‟s ability to shape the topics, interests and values of the
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online community. An instance of belonging occurred on a monthly basis through the
recognition of employees and volunteers of the month, a leveling-up ceremony. An
instance of significance can be seen in both the Food for Your Thoughts and monthly
recognition awards, as the recognized members of the community are honored as local
celebrities or experts (Appendix D).
Figure 4.7

The next step in analysis determines which codes targeted specific audiences
groups. To accomplish this, the total number of posts for each of the four codes is
segmented according to the audience group it hails.
Of the 86 hospital-initiated remunerative posts, 44 instances targeted the patient
group; 20 toward the employee group; one targeted the volunteer group; 14 targeted the
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combined group P, E, V; and seven targeted the combined group E,V. Of the 47 influence
posts, eight instances targeted patients; 21 targeted employees; one targeted the volunteer
group; 11 targeted P, E, V; and six toward E, V. Of the 47 belonging posts, 25 instances
targeted patients; six targeted employees; one targeted volunteers; eight targeted P, E, V;
and seven E,V. Of the 70 significance posts, 29 instances targeted patients. 20 targeted
employees; one targeted volunteers; 13 targeted P, E, V; and seven targeted E, V
(Fig.4.8).
For example, the October 19 post, “Discover Benefits of Hyperbaric Oxygen”
remunerated patients by offering online access to new health information. An instance of
influence targeted employees appeared in the September 30, “Best Place for Worst
Wounds,” post which recognized affiliated hospital staff for their impact on the
community by providing a new service. The combined group P,E,V was targeted in the
belonging instance of the October 4 “Breast Cancer Awareness Breakfast,” which offered
a sense of communal value for all members in the fight against breast cancer. The
combined group E, V was targeted in the instance of significance in all monthly honoree
posts, which recognized employees and volunteers as local celebrities (Appendix D).
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Figure 4.8

Of the five user-initiated remunerative posts, one instance targeted employees;
two targeted the combined group E, V; and two targeted the combined group P, E, V. Of
the five influence posts, one instance targeted employees; two targeted E, V; and two
targeted P, E, V. Of the two belonging posts, one instance targeted employees while the
other targeted the E, V group. Of the five significance posts, one instance targeted
employees; two targeted E, V; and two targeted P, E, V (Fig.4.9).
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Figure 4.9

Step Five –Analysis of Texts and Symbols
The text of each post was analyzed to see if patterns of personal pronouns were
being used to target specific members of the audience. For example, “We” signifies a
sense of belonging to members of the actual hospital community, such as employees and
volunteers. “You,” on the other hand, symbolizes direct-speak to patients who are being
hailed to participate in some sort of hospital-provided service. Of the 64 hospital-initiated
posts, 42 utilized personal pronouns.
Within these 42 posts, a variety of pronouns were used. Some appeared as a single
pronoun, such as “You,” while other possessive pronouns were used in combination to
signify a relationship, such as “We” and “Your.” Individual Pronoun categories found in
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this analysis were You, used eight times; We, used once; Your, used seven times; Our,
used four times; and Us, used once. The pronoun combinations were We/You used once;
We/Your, used twice; We/Our, used five times; We/Us/You used once; Our/You, used
twice; Us/You, used once; Us/Your, used twice; Us/We, used once; Your/Our, used four
times; and Us/Our/Your, used twice (Fig.4.10).
Out of the five user-initiated posts, the personal pronoun “You” was used three
times (Fig.4.10). It should be noted that in all three instances, the rhetors of these posts
were referring to hospital staff when using “You.” No other personal pronouns were used
in the user-initiated posts.
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Figure 4.10

Punctuation can often be a persuasive motivator for activity. The exclamation and
question marks used within posts were recorded, because these symbols may indicate a
call for user activity, or influence, or may benefit the community by expressing positive
feelings, remuneration. To record this data, the raw number of exclamation points and
question marks were recorded. Of the 64 hospital-initiated posts, exclamation points were
used three times, while a question mark was used in one post. In the five user-initiated
posts, exclamation points were used twice, but question marks were not used at all
(Figure 4.11)
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Figure 4.11

Images can also be strong indicators of the culture of an online community.
Baptist Easley Hospital combines each post to the page with a picture, totaling 64 images
within this data. I recorded these posts in the Image category of the data collection chart
(Appendix D). A brief description of the image was recorded in this column. Primarily, I
recorded whether the image was of an object or person. If an object, I wrote a brief
description, such as “Facebook logo.” Images of objects are not described in detail here
because the photographs varied widely, and were not featured as predominantly as
images of people. When images featured people, I recorded their gender; ethnicity;
relationship to hospital, if obvious; and age group, for example middle-age or young. Of
the 64 images, 57 featured people.
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In the analysis of gender, I marked whether the image included a man, woman, a
group of men and women, or if the image featured children. Of these 57 images, 24
featured women; six featured men; 16 featured men and women; and 11 featured children
(Fig.4.12).
In the analysis of images, all 57 pictures that featured people included a
Caucasian. Additionally, five African-Americans and one Asian-American were recorded
in the data (Fig.4.13). However, minorities were only featured in images in which
Caucasians also appeared.
Figure 4.12
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Figure 4.13

From many of these images, the relationship between the hospital and the
individual(s) in the photo could be established. Identifying features such as pink
volunteer jackets and blue surgery scrubs signified individuals as volunteers or
employees. Captions like “support group” helped to identify others as patients. Of the 57
images featuring people, I was able to clearly identify the relationship between the person
in the photograph and the hospital in 29 instances. Patients were featured in four images;
employees were featured in 15 images; volunteers were featured in one image; a
combination of patients, employees and volunteers (P,E,V) were featured once; a
combination of employees and volunteers (E,V) were featured five times; and a
combination of employees and patients (E,P) were featured three times (Fig.4.14).
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Figure 4.14

Another feature recorded in the description of people was age, if easily
discernable. In accordance with the age groups participants selected from in the survey,
the age categories 18-40 (young), 41-64 (middle) and older than 65 (old) were recorded.
Also, images of people under the age of 18 (children) are recorded as data, though this
age group was not targeted for surveys. Of the 57 images, three images featured young
people; 40 featured middle-age people; two featured old people; and 12 images featured
children (Fig.4.15).
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Figure 4.15

Only one image was produced by a user-initiated post, the Christmas tree photos
of the hospital‟s Lovelight Festival on November 26, 2011. Because of the lack of images
in user-initiated posts, this data was not displayed in charts.
Summary of Findings
Most of the posts made to the Baptist Easley Hospital Facebook page were made
by hospital representatives (Fig.4.1). This matches up with the low rate of user-initiated
posting indicated in the survey; only one respondent said he or she posts original content
(Fig.3.10).
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Though survey respondents, a representative sample of the online community,
were overwhelmingly hospital employees (Fig.3.18), the majority of hospital-initiated
posts target patients (Fig.4.3). This discrepancy in target audience may be correlated to
the low rate of feedback (Fig.4.4). This will be discussed further in the final chapter.
On the other hand, user-initiated posts primarily hailed employees and employee
combined groups (P,E,V and E,V) (Fig.4.3). On average, user-initiated posts received a
higher rate of feedback, though less posts were made and the hospital contributed two of
the four comments to these posts. However, the higher rate of feedback may also
correlate to the hailing of the present employee audience.
Monthly activity of posts and feedback via likes, comments and shares remained
relatively steady throughout the six-month study. Though the information was recorded
to observe any shifts, no significant activity occurred and user-involvement remained
relatively inactive.
Of the RIBS codes used in the analysis, instances of remuneration were found
most often in hospital-initiated posts, while user-initiated posts were distributed more
evenly across all four codes (Fig.4.7). The small amount of user-initiated posts may skew
these results.
In the instances of codes hailing target audiences, patients were hailed most by
remuneration, belonging and significance. Employees were hailed most by instances of
influence (Fig.4.8). This is interesting because employees, according to the survey, are
the most present audience group on the page and therefore have the greatest opportunity
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to shape the community. However, employees are also categorized as an influential group
by community members, as demonstrated through the survey response calling for more
physician involvement. In response to an open-ended question, one survey participant
wrote, “If the Doctors could put a little information like how long they have worked here
in the hospital and what their specialty is. The community might feel like they know the
Doctor a little more before going to their practice for the first time,” (Appendix F). The
influence role of employees and their impact on the community will be discussed further
in the final chapter.
In both hospital and user-initiated posts, community members were hailed by the
personal pronoun “you” more than any other pronoun or pronoun combination (Fig.4.10).
The use of “you” carries an imperative tone, through which the hospital communicates
valuable health information directly to users. For example, the November 22 post
offering health tips for Thanksgiving reads, “Thanksgiving is a time of family, friends,
fun, food…and more food. But with a little bit of planning, you can have a good time
without overdoing it. Here are 11 great ways to eat smart this Thanksgiving,” hailing
patient users as “you” and directing them toward health tips (Appendix D).
The personal possessive pronoun “Our” was used a total of 17 times, showing
ownership of the hospital and a relationship between employees, patients and volunteers
(Fig.4.10). Additionally, “Our” appears in the tagline “Caring is Our Calling,” which
received positive attitudinal feedback in the survey (Fig.3.13). The personal pronoun
“Our” was also used in several open-ended survey responses when self-identified
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employees expressed pride in the hospital (Appendix F). The use of personal pronouns to
communicate the relationship between Baptist Easley Hospital and its publics will be
discussed further in the next chapter.
Although I coded for the use of exclamation points and question marks, both were
used sparingly in hospital-initiated and user-initiated posts. Though a larger sample of
posts may have yielded more results, this research does not indicate any significant
findings based on punctuation.
The analysis of images posted by the hospital produced results quite similar to the
demographics of survey respondents. The images posted to the site predominantly feature
Caucasian middle-aged women, who are employees of the hospital (Fig.4.12, 4.13, 4.14,
4.15). This similarity in the portrayal of the Baptist Easley Hospital brand through images
that correlate to the community demographics will be analyzed through the lens of
Cheney‟s “Rhetoric of Identification” in the next chapter.
This chapter explains and details the data collected within the second-phase of
this research study. The implications of the findings of both phases are discussed further
in the final chapter.
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Chapter Five: Discussion
Based on the findings of the two phases of this research study, the following
chapter includes the implications of this research for the Baptist Easley Hospital online
community, and suggestions for future related research topics.
This research was designed to discover which tactics of communicating online
best interpellate users in online communities and work to create value for community
members. Theory, survey results and textual analysis are combined within the contents of
this chapter to illuminate the effectiveness of the Baptist Easley Hospital Facebook page
in communicating with its members. This chapter includes a detailed discussion of
audience needs, rhetorical appeals in this case study, building social capital and
interpellating audiences, and recommendations for best practices for Baptist Easley
Hospital according to these criteria.
Facebook Page as Genre System
In her discussion of organizational texts, Carol Berkenkotter writes, “I can‟t
overestimate the importance of paperwork in contemporary organizational culture,” (51).
Berkenkotter offers genre analysis as a textual analysis strategy that examines, “how and
why certain texts in various historical and professional/disciplinary contexts evolve over
time, become stabilized, or combine with other genres to become hybrids…” (50).
Within this research study, the Facebook post, including all elements discussed in
the five-step method, served as a “text” that was examined over a six-month time period
as a genre. Posts were analyzed as messages communicated between the hospital and its
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various audiences, to varying degrees of success. The qualitative nature of this research
study demanded that rich contextual details be examined, such as the rhetorical appeals
through a taxonomy of RIBS codes in addition to the pronouns and images portrayed.
The study over time is particularly important as Berkenkotter discusses the concept of
intertexutality, “the notion that documents do not stand alone” (52). It is this notion that
posts, as a genre, interact with one another as well as audience members and the hospital,
which creates the documentary reality, the social construction of knowledge within the
online community.
As the genre system, the Facebook page incorporates sets of information which
determine which audiences are targeted, the instances in which audiences are targeted,
and the symbols and language which are used. The interaction of all these elements
create the documentary reality, the organizational representations of this online
community. Berkenkotter cites Fairclough‟s (1992) concept of genre system that shows
the compilation if symbolic elements when, “ a society or particular institution or domain
within it has a particular configuration of genres in particular relationships to each other,
constituting a system” (53).
Based on Berkenkotter‟s assumptions, the Baptist Easley Hospital Facebook page
primarily targets current or prospective patients who can consume the hospital‟s products
and services. The audience is hailed through instances of Facebook posts announcing
events, awards and health information which include text, images and links to the
microsite Caringisourcalling.com.
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Due to the time gap between Berkenkotter‟s article and the evolution of social
media, genre analysis does not discuss social media as an organizational document.
However, the recent transition to organizational use of social media, relying on opensystem communication with users, to create an online reality demands that researchers
consider online communities as a text to be examined further.
Understanding Audience Needs
Targeting the Existing Audience
Bitzer identifies the importance of audience in his rhetorical situation. Audience
members have the ability to accept or reject communication, shaping the topics and
activity within an online community. Howard proposes that audience members have the
power to make or break an online community; without their active presence the
community would cease to exist. Howard goes further to emphasize that no one method
of communicating works for all audiences. Thus, it is important for the architects of the
online community to be sensitive to audience wants and needs (2).
The Baptist Easley Hospital Facebook page was launched with the specific intent
to gain feedback from stakeholders. Designed as a brand community, Baptist Easley
Hospital invited members of an email database to join the Facebook community to
connect with the hospital through a social media platform.
According to the results of the survey in phase one of this research, only five out
of 79 respondents referred to themselves primarily as patients of Baptist Easley Hospital
(Fig.3.18). According to the results of the textual analysis, however, 45 out of 64
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hospital-initiated posts targeted the patient audience group (Fig.4.3). Because the survey
sample was representative of the community population, these findings suggest that
though the hospital is targeting patients, not many patients are actively involved in the
online community. This misunderstanding of the audience may contribute to the lack of
activity currently taking place on the page.
According to Li and Bernhoff‟s social technograhics ladder, the members of the
community who “Like,” and share posts are critics, who build consensus and shape the
values of the community. The members who created the five user-initiated posts are
creators, who build original content and want to impact the community. Most members,
however, can be categorized as spectators or inactives, who do not participate because
their needs are not being met (Fig.2.3). As Baptist Easley Hospital develops its
community to meet users‟ needs, the suggestions provided later in this chapter based on
survey and textual analysis data may be of assistance.
The RIBS code of influence is described by Howard as “helping members gain a
feeling of control in their environment” (81). The five user-initiated posts are examples of
community members acting as creators, according to Li and Bernhoff‟s social
technographics ladder (see Fig.2.3) (Design to Thrive 85). These individuals are willing
to share primary content, and need to receive feedback to know their contributions are
valued within the community. Two of the five posts explicitly thanked the hospital for
services; one post solicited community members for donations to the hospital foundation;
one post linked to another influential health organization; and one post included pictures
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of a hospital event (Appendix D). Four out of these five posts received one like, and two
out of five received a comment from Baptist Easley Hospital. Thanks from the hospital
served as remuneration to the posters, and likes from the other community members
symbolized that the comment was appreciated as a shared value throughout the
community. The reciprocal act of posting and providing positive feedback on the
Facebook page is much like a verbal “thank you” and “you‟re welcome” interchange that
happens in everyday communication, making individuals on both sides feel respected and
valued.
The employee audience group is targeted by each of the user-initiated posts,
individually and as a combined member in the P, E, V and E, V groups (Appendix D).
Considering the employee group is the audience most present in the community, it is
possible that this difference in targeting the audience is linked to the higher rate of
feedback. While the hospital-initiated posts received 13 comments over 64 posts, five
user-initiated posts received two comments, a significantly higher rate of feedback
(Fig.4.4). It is also possible that community members were more inclined to show
feedback through likes and comments to other users, displaying influence needs in their
communication behavior.
Rhetorical Senses of Belonging and Identification
Another element of understanding audience involves identifying who members
are, and what they look like. According to the demographic portion of the survey,
community members are predominantly Caucasian females, between the ages of 41-64
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(Fig.3.15,3.16,3.17). These trends match up quite well with the demographics discussed
in the rhetorical analysis of images in phase two (Fig.4.12, 4.13, 4.15). The similarity
between the actual audience of the Facebook group and the individuals featured in
pictures indicates a strong tie to identifying the audience through visual rhetoric.
According to Howard, such use of visuals in an online community can help
audience members feel a sense of belonging within the community. Howard writes of
using visuals, “While we‟ve known for a long time that trademarks, symbols, wordmarks,
and logos help with branding, in electronic communities and social networks, they can
serve the same sort of function that colors and hand gestures play in gangs or that red hats
play in the Red Hat Society. The look and feel…are critical parts of helping your
members to feel a sense of belonging” (141).
By using visuals that correlate strongly to the physical presence of community
members, the page creates a sense of belonging for those members, but also a sense of
identity. Cheney describes unifying symbols as images which personify the organization
to convince the viewer of common bonds and shared values. The images which display
representative members of the community act as unifying symbols to show members that
Baptist Easley Hospital is “like you” or “has the same interests as you” (Cheney 147).
Identification as a persuasive tool creates belonging in this online community by simply
showing members a visual representation of themselves.
While the demographics of visual identities within the community aligned well,
an interesting dissimilarity between the textual and visual analysis results centered on
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identifying audiences. Within the textual analysis of images, a combined group of
employees and patients (E, P) appeared, though this group did not filter through in the
target audience or RIBS coding portions of the textual analysis (Fig.4.14). Though the E,
P group did not exist in the coding, patients and employees were both appealed to along
with volunteers in posts targeted toward the P, E, V group.
This link between employees and patients in images may signify the hospital‟s
desire to reach patients and emphasize the relationship on the Facebook page. Hospital
employees represent the hospital as a whole, and hospital-initiated posts primarily
targeted the patient audience group. It is interesting that none of the 64 hospital-initiated
posts targeted the E,P group, but four images represented this relationship. Though the
hospital wants to cement this relationship and gain brand loyalty through the online
community, according to the survey results, community members would also like to see a
stronger presence of employees on the page.
Community Members Call for Improvements
Question 18 in the survey specifically asked participants to identify improvements
they would like to see made to the Baptist Easley Hospital page. Of the multiple-choice
answers provided, 36 participants said they would like to see more involvement from
physicians and staff on the Facebook page (Fig.3.14). An increased presence in hospital
staff members, who are the experts and celebrities of the hospital community, could help
to strengthen the unifying symbols, sense of belonging and activity within the
community, especially among patients.
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Respondents to the call for improvements also replied that they would like to see
more pictures and videos (Fig.3.14). These pictures and videos act as identifying features
for the community, and can also lend a sense of significance to the site. Community
members also called for more detailed information about hospital-related events and
RSVP functionality on the page. While Food for Your Thoughts events are posted in a
routine cycle to the page, survey participants would apparently like more details and the
ability to influence the event by signaling their interest through attendance.
Participants voiced their opinions by choosing the open-ended “Other” category
to write in their own suggestions for improvements. Eight of the 23 respondents were not
able to access the online community at work; two of the eight specifically identified this
as a problem in staying connected with the community. One respondent indicated that
interaction with employees could help individuals feel more comfortable and enhance the
physician-patient relationship (Appendix F). This emphasizes the importance in online
communities building brand loyalty for real-world organizations, suggested by Lin and
Lu.
Appealing to Audiences
Carefully Crafted Messages
An understanding of audience is certainly important, but without messages crafted
to the audiences, the Facebook page would remain inactive. As discussed previously, it is
possible that the high amount of posts that hail patients made to an audience primarily
made of employees may currently contribute to the low rate of activity. However, by
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further examining the appeals made to each audience, successful tactics and areas for
improvement may be identified.
In the textual analysis phase, I examined which instances appealed to which
audience categories (Fig.4.8). I found that remunerative, belonging and significance
instances primarily targeted patients. This makes sense because the hospital hopes to
communicate with this group the most. The hospital conveys an ease of access to
services, both physical and online, and emphasizes the “best” quality of these services
through these posts. Belonging posts are used to emphasize the sense of community and
shared values. I discussed this element previously regarding the use of images to target
individuals online through visuals.
Influence instances primarily hailed employees, as shapers of the community‟s
discussion topics. As the largest audience group present in the online community, it also
makes sense to emphasize this group‟s control within the community. This is a beneficial
feature as survey respondents indicated that they would like to see increased employee
influence within the community.
Volunteers and the two combined groups (P, E, V and E, V) were not the primary
target audience of any RIBS instances. This is logical for two reasons. First of all, the
volunteer group only makes up four of 79 respondents in the survey and is not a paid or
paying member of the physical hospital community, minimizing their significance
relative to employees and patients (Fig.3.18). Also, the combined groups are targeted in
more general posts about health and safety tips. These posts received low rates of
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feedback over the six-month period of time, perhaps because of the general rather than
specific audience appeal.
Measures of Success
Baptist Easley Hospital originally devised its social media platform to reach out
and obtain the voice of the customer, also described as feedback. Since feedback is the
ultimate goal of this community, the successfulness of posts may be viewed through the
amount of feedback garnered in terms of likes, comments and shares from community
members.
Of the 64 hospital-initiated posts, the December 7 post announcing Dr. Roberson
as Physician of the Quarter received the highest response rate of likes, 13 (Appendix D).
This post targeted patients and employees, signifying Roberson‟s services as an asset to
patient‟s health and identifying him as a local celebrity. This particular post is the only of
its kind, highlighting the achievement of one individual within the community.
Respondents did voice the need for involvement from hospital staff in the survey, which
may explain the success of this post (Fig.3.14).
The Baptist Easley Hospital Night at the Big League World Series post received
the most community feedback through comments, three in all. One commenter said, “I‟ll
be there!” one commented, “We won!” and another included a link to a blog entry about
the win (Appendix D). Though many posts included information about regular hospital
events, this post included details about an annual sponsorship event for Baptist Easley
Hospital, which is recognized not only by hospital members but local community
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members as well. Survey participants indicated that more pictures and videos would
improve the community, which may explain the success of this post (Fig.3.14).
The November 18 post invited community members to share the link about the
Festival of Trees, a time-honored Baptist Easley Hospital tradition; two members of the
community utilized the Facebook share function (Appendix D). Sharing is a symbol of
influence, shaping the topic of the hospital community, but also other communities where
the share is seen. This is remunerative to the hospital because it spreads the message, a
huge benefit, and also marks the event as one of significance.
Hailing Audiences through Pronouns and Taglines
Althusser suggests that a rhetor can recruit an audience and transform individuals
into subjects of a message by sending out special signals that cry for attention, “Hey you
there!” (174). I used specific survey questions and textual analysis methods to understand
how the online community hails its audiences.
One element of hailing is the use of personal pronouns. Of the 64-hospital
initiated posts, 42 used personal pronouns to directly identify the target audience
(Fig.4.10). The personal pronoun “You” was most used in posts, signaling to patients
primarily that health tips were for their own benefit. For example, the November 11 post
about eating smart over Thanksgiving reads, “you can have a good time without
overdoing it” (Appendix D). These posts interpellate the community by saying, “Hey! As
a hospital, we have valuable health tips and information that can benefit you!”
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In the five user-initiated posts, three used the personal pronoun “You” to hail the
hospital (Fig.4.10). This direct hail to remunerate the hospital for its services was
successful in terms of feedback, as one out of these three posts received a comment from
the hospital. This implies that the hospital is eager to be hailed by its community
members, and is willing to be not only an active creator but also an active critic.
Personal pronouns were also combined in some hospital-initiated posts to show a
relationship. The combination “We/Our” was used most, five times in all. This
combination was used to identify the relationship between the hospital as a whole, and
the employee and volunteer honorees recognized each month (Appendix D). This
relationship directly hailed hospital employees and volunteers as valuable members of the
hospital community.
The use of the personal pronoun “Our” appeared 17 total times, both alone and in
combination with other pronouns. This sense of communal employee ownership of the
hospital appeared not only in the textual analysis, but also in survey results. For example,
employees showed support for the hospital online community with such statements as,
“let others know about our Hospital and all that it has to offer,” and, “I do believe social
media is a new and positive way for folks to become even more educated about our
hospital” (Appendix F). “Our” may have significance for hospital employees because it
shows direct influence of their presence in the community. This is also demonstrated
through the hospital‟s signature tagline.
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According to survey results, the “Caring is Our Calling” tagline is more effective
in hailing community members than the existence of the Facebook page. While only three
individuals replied to Question 16 of the survey about the Facebook page, 33 responded
to Question 17, which asked about participants‟ attitudes toward the tagline (Fig.3.12,
3.13). Of the 33 respondents, 18 strongly agreed with the statement (Fig.3.13).
Only one of the individuals who strongly agreed that the Facebook page creates a
sense of community expanded upon his or her answer. The participant qualified being a
long-time employee and valuing social media as his or her reasons for strongly agreeing
with the statement (Appendix F).
On the other hand, 11 respondents to the question about the “Caring is Our
Calling” tagline provided open-ended answers. Seven respondents believe the tagline is a
true statement; one viewed the tagline as neutral; one felt positively about the tagline; one
thought it implied a Christian message; and one showed indifference toward the tagline in
favor of focusing on hospital behavior (Appendix F).
It seems that the “Caring is Our Calling” tagline is more effective than the
Facebook page at creating positive feelings and a sense of community, based on survey
responses. The use of “Our” directly implies common ground and the transcendent “we”
rhetorical appeals of identification, according to Cheney. By creating a clear connection
between the hospital and its audiences, the tagline works to hail readers as subjects and
say, “Hey! I‟m like you.” This interpellation through the use of an effective tagline
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creates a sense of belonging, employee pride and community that the hospital strives to
create within its online community.
Building Social Capital in Baptist Easley Hospital
Understanding different audience groups and their respective needs is extremely
important in building an online community. Building social capital, user interest and
knowledge in the value of investing in the online community, is equally important in
designing a community that can succeed and last. In the case of Baptist Easley Hospital,
certain messages are being transmitted successfully that communicate the sense of social
capital to audience members, while some improvements can be made to increase the
interest and activity within the community.
Remuneration works to build social capital by providing benefits for involvement
within the community. For example, members of Baptist Easley Hospital Facebook
community were offered rewards through links to websites with important health
information, links to photos and videos, and details about the “best” services offered by
the hospital. However, this requires that community members recognize how the links
work, why links are offered and what it means that Baptist Easley Hospital offers the
“best” birthplace and hyperbaric wound treatment center, for example.
The hospital seems to be succeeding with its “Caring is Our Calling” message,
discussed previously in this chapter. This tagline is primarily used in the online
community as the URL caringisourcalling.com, accompanying every post that contains a
link to healthcare that can be found on the hospital web site. While it is an excellent idea
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to steer members toward the hospital‟s web site, which is also Facebook interactive,
sending members to other web sites should be discouraged. Howard writes in his
discussion of remuneration, “Discourage attempts to send conversations to other blogs,
Web sites or discussion groups,” (58). This activity can funnel traffic away, acting in
direct opposition of the intent.
Influence works to build social capital when community members believe their
voice has a place, and members are willing to express themselves. Currently, only five
individual members of the community are interested in posting original content to the
Facebook page. Many members are more interested in acting as spectators, only visiting
the page “sometimes” and occasionally liking posts (Fig.3.8). The majority of members
are inactives, whose needs are not being met and as a result do not participate in
community activity. As Baptist Easley Hospital moves forward, it will be important to
further investigate the needs of existing community members to find out what would
motivate them to be more participatory.
Belonging works to build social capital when members believe they have shared
values with the organization. The use of personal pronouns and images depicting
representative samples of the community work to build a sense of belonging. However,
this could be strengthened. In the survey, participants indicated that they would like to
see more posts from actual physicians; physician stories on the page could create
mythologies shared by elders, one of Howard‟s suggestions (146). This story telling can
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create a chain of sharing leading from leaders to all community members, increasing
participation, interest and activity.
Significance works to build social capital in a community when members believe
that they are a part of something special, what Howard calls the “in crowd” (171).
According to the survey results, at least one employee of the Baptist Easley Hospital
joined the community to stay “„in the know‟ of what is happening, upcoming, or new”
(Appendix F). This significance is currently being expressed in the Baptist Easley
Hospital Facebook page through the recognition of local celebrities, member
accomplishments and mobilization toward community goals. The significance factor
could be strengthened through the presence in the community of local celebrities, for
instance posts made by the volunteers and physicians who receive monthly awards.
Contests are also an extremely effective way of increasing member involvement and
gaining value.
Further Suggestions for Baptist Easley Hospital
Because the patient audience group is targeted predominantly in hospital-initiated
posts, it is important that the Baptist Easley Hospital Facebook database be updated and
broadened to include more patients. In order to receive messages and act in a desired
way, audiences must be both present and engaged. Another strategy is to increase posts
made to the employee group, already largely present within the community. Audiences
and strategies of appeal should be discussed in each marketing meeting, before any posts
are designed or go live.
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Regular events can play a large role in building social capital for audiences.
Notifications of the Food for Your Thoughts series are remunerative, because they
provide details and access to the series online, but also symbolize belonging because the
events occur on a set monthly schedule. However, audiences may not have the cultural
competence to respond to the Food for Your Though posts, and therefore may actually
miss out on the active opportunity promoted by the routine. Including an RSVP function
on the Facebook page, voiced as an improvement by survey participants, could help
transition the monthly routine posts from mundane to widely recognized and highly
participatory (Fig.3.14).
Another improvement suggested by survey participants is the ability to access the
online community from work (3.14). This obviously applies to hospital employees. The
benefits of allowing employees to access the community could be two-fold. First, because
employees are influential community members, whose activity is demanded by other
members, increased traffic from employees may result in increased activity throughout
the community. Second, because of the proximity to work, employees may spend more
time on the Facebook page sharing information about the health-related topics members
are most interested in, establishing the significance and credibility of the online
community.
While the images of people featured on the page are representative of the
community, pictures often contain only one or two individuals. This builds significance
because it creates the visual identity of local celebrities, but also excludes a large portion
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of the population. Baptist Easley Hospital may want to consider including images that
still appeal to the brand identity of the hospital community, but represent larger numbers
of people to increase the reach of the message.
In user-initiated posts, one individual, an employee of the hospital, seems to be
representing Baptist Easley Hospital as a whole offering a fundraising promotion
(Appendix D). This promotion not only routed users away from the Facebook page,
discussed previously, but also sent a mixed signal about the authority within the
community. Based on my knowledge of the hospital, I know that a Social Media Policy is
in place to deter employees from acting as a direct representative of the hospital; this
policy should be enforced over time to help create the unified vision of the hospital as the
primary rhetor and leader of the brand community.
Suggestions for Future Research
Social media is increasingly being used as a public relations and marketing tool
for businesses and non-profit organizations alike. Though little resources need to be
expended to run an online community, practitioners should strive to understand the wants
and needs of their audience members. Market analysis can always be conducted to
discover whether social media is in fact the appropriate platform for various audiences.
For example, the fact that Baptist Easley Hospital is located in a rural area of South
Carolina may impact its activity rate; some actual hospital audience members may want
to receive communication from the hospital, but due to a lack of Internet access may not
have the ability to communicate through email or Facebook.
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If I were to continue this research on the Baptist Easley Hospital Facebook page, I
would add an interview phase. Specifically, the rich detail which can be gained from
individual or focus group interviews could be helpful in determining which posts gave
community members a sense of community, or value. Within such a focus group study, it
would also be useful to have participants code the Facebook posts and hailed audience
instances to discover if audience members perceive the community the same way this
research does. Additionally, if I were to rerun the survey phase, I would include
screenshots of actual hospital-initiated posts so that users could voice their feedback in a
constructively critical manner.
Within the textual analysis, the results of punctuation were inconclusive because
punctuation was used sparingly by the hospital. Instead of focusing on that linguistic
strategy, I would focus more energy in examining the length of posts and frequency of
posts to see if these figures correlated to feedback in terms of likes and comments.
Particularly as photographs, videos and RSVP functionality were voiced by
survey respondents as welcome upgrades to the community, I also recommend usability
testing for members of the Facebook community to ensure that members can comfortably
use all of the features. User-generated posts, comments, RSVPs, photographs and other
activity can only be created if members understand how the community works and feel
comfortable using its tools.
As Howard writes, providing support for community members as they learn how
to navigate and use the site is a remunerative act. “One of the most common answers,”
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Howard writes about why community members are inactive, “is that they‟re too
intimidated to post, even when they feel like they have something to contribute to a
discussion” (62). Baptist Easley Hospital could further cement the brand loyalty and
connection between the online community and the physical hospital site by offering
Facebook tutorials, to truly capture the voice of the customer.
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APPENDIX A: Research Site Letter
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APPENDIX B: Informed Consent Letter
Thank you for participating in the research survey entitled “Assessing Social Capital in
Social Media: A Case Study of Hospital Marketing Practices.” Your responses may help
non-profit organizations, including Baptist Easley Hospital, better understand the needs
of social media participants and lead to more effective online communication for both
users and organizations. For each of the following questions, please select the answer that
best describes you. If a question asks for further explanation, please write your response
with as much detail as you feel comfortable sharing. Remember that your responses will
be recorded anonymously. Please remember that your participation is completely
voluntary and you have the option to quit the survey at any time.
Description of the Study and Your Part in It
Mary Parker is inviting you to take part in a research study. Mary Parker is a Master of
Arts in Professional Communication student at Clemson University, running this study
with the help of Dr. Susan Hilligoss. The purpose of this research is to understand how
users respond to social media posts created by Baptist Easley Hospital, and how these
posts create value for users. In this case, social media may be understood as the Baptist
Easley Hospital Facebook page, and posts refer to those made by hospital representatives,
including affiliates from Gibbons-Peck advertising.
Your participation will involve answering survey questions sent to you via email. These
survey questions refer to the posts made to the Baptist Easley Facebook page, and your
contributions to the page.
After the completion of this survey, you may be contacted to participate in a focus group
discussion among with other research participants. This will provide you the opportunity
to discuss the influences on your decisions with others and will provide valuable research
data. You will be contacted directly by the researchers for participation in a focus group.
It will take you about ten to fifteen minutes to participate in this study.
Risks and Discomforts
We do not know of any risks or discomforts to you in this research study.
Possible Benefits Your participation in this study may lead researchers to modify the
social media communications efforts of Baptist Easley Hospital in an attempt to
determine the best practices for reaching consumers, employees, visitors and volunteers.
Protection of Privacy and Confidentiality
Once you have granted permission, please complete the survey included in this email.
Your responses, along with those of other participants, will be used to make sense of how
users respond to Baptist Easley Hospital‟s social media campaign and its value to the
organization. Excerpts of your comments may be used in the report of the findings of this
research, which will be presented in the before mentioned thesis. Your name will not
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appear in any of the information resulting from this study, and your privacy will be
protected throughout the course of this study.
We will do everything we can to protect your privacy and confidentiality. We will not tell
anybody outside of the research team that you were in this study or what information we
collected about you in particular.
Choosing to Be in the Study
Your participation in this research study is completely voluntary. You may choose not to
participate and you may withdraw your consent to participate at any time. You will not be
punished in any way if you decide not to be in the study or to stop taking part in the
study.
Contact Information
If you have any questions or concerns about this study or if any problems arise, please
contact Mary Parker or Dr. Hilligoss at Clemson University at (864) 656-6991. If you
have any questions or concerns about your rights in this research study, please contact the
Clemson University Office of Research Compliance (ORC) at 864-656-6460 or
irb@clemson.edu.
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APPENDIX C: Survey Questions
Thank you for participating in the research survey entitled “Assessing Social Capital in
Social Media: A Case Study of Hospital Marketing Practices.” Your responses may help
non-profit organizations, including Baptist Easley Hospital, better understand the needs
of social media participants and lead to more effective online communication for both
users and organizations.
For each of the following questions, please select the answer that best describes you. If
a question asks for further explanation, please write your response with as much detail
as you feel comfortable sharing. Remember that your responses will be recorded
anonymously.
Please remember that your participation is completely voluntary and you have the
option to quit the survey at any time.
1) How do you prefer to receive communication from Baptist Easley Hospital?
Facebook
Email
Newsletter
Telephone

In-person

2) Do you use Facebook?
Yes
No
a) If no, are there factors which would motivate you to join Facebook? Please explain.
3) Are you aware of the Baptist Easley Hospital Facebook page?
Yes
No
If no, proceed to Question 10.
a) Have you visited the page?
Yes
No
b) Have you selected the “Like” option on the page?
Yes
No
c) If yes, select the reason that best describes you and proceed to Question 4.
I liked the pictures and videos I knew others who selected “Like”
I was invited by the
hospital
I enjoy communicating through social media
Other, please specify:
d) If no, select the reason that best describes you and proceed to Question 10.
I don’t use the “Like” function on Facebook
I didn’t recognize anyone on the page
I use Facebook for individual contacts only
Other, please specify:

4) How often do you visit the Baptist Easley Facebook page?
Never
Sometimes
Monthly
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Weekly

Daily

5) Do you post content to the Baptist Easley Facebook page?
Yes
No
If no, proceed to question 10.
a) If yes, which do you prefer?
Posting original content. Proceed to question 6.
Commenting in response to hospital posts. Proceed to question 7.
6) What prompts you to share original posts on the Baptist Easley Facebook page?
7) Which hospital posts are you most likely to respond to?
Events
Information Series
Videos and Photos

Invitations

Poll questions

8) Please indicate your level of agreement with the following statement:
I feel like a member of Baptist Easley Hospital’s community because of my involvement on the
Baptist Easley Hospital Facebook page.
Strongly Agree
Agree
Neutral
Disagree
Strongly Disagree
Would you care to explain your answer?
9) Please indicate your level of agreement with the following statement:
The “Caring is Our Calling” tagline makes me feel positively about Baptist Easley Hospital.
Strongly Agree
Agree
Neutral
Disagree
Strongly Disagree
Would you care to explain your answer?
10) Please take a moment to visit the Baptist Easley Facebook page at
http://www.facebook.com/baptisteasley. What improvements would you make to the
Facebook page?
Add more photos/videos
Include detailed information about hospital events
Include an RSVP function for hospital events
Add posts made by hospital physicians
Other, please specify:
Would you care to explain your answer?
Age range:

18-40

41-64

65+

Ethnicity:

Caucasian
African-American
Other, please specify:

Gender :

Male

Female
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Hispanic

Asian/Pacific Islander

Relationship with hospital (Please select up to two that best apply to you):
Community Advisory Board Member
Employee
Member
Medical Staff
Volunteer
Patient

Foundation
Visitor

Thank you for taking the time to complete this survey. Your participation in this study may help
design social media to be more accessible for affiliates of non-profit organizations.
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APPENDIX D: Facebook Data
Date

16Dec
13Dec

Facebook Post

Practice Healthy
Holiday Cooking
December Babies are
Special at Baptist
Easley Hospital

Likes

Comments

1
3

Target
Audience

0
"so sweet"

Example

P

R
I
B
S
R

Rewards users with direct link

Woman and child

P

R

Rewards patients with special service

2 Volunteers - Pink
Jackets

V

I
B
R
I
B
R

P

I
B
S
R

Patients with December babies shape the topic
Ceremony
Rewarded for contribution to clinical service
Employees who deliver babies shape community
Shared myth about December babies
Rewarded through recognition (see
image)
Volunteers who interact with babies shape community
Shared myth about December babies
Volunteers become "local celebrities"
Patients get direct link to new physician site

E

9Dec

Visit the New Easley
Internal Medicine Site

1

Link to Internal
Medicine FB page

E

7Dec

Dr. Roberson Named
Physician of the
Quarter

1
3

0

P

E

6Dec

FFYT Strokes Video

0

0

P

I
S
R
I
B
S
R

Pronoun

Punctuation

Visiting related practices shapes values
Mobilizes patients to check out site
Employees are recognized
Employees shape culture of BEH
Visual identity of physicians is
conveyed
Mobilizes physicians to new site/physicians as local celebrities
Roberson's patients receive best
services

B
R
I
B
S
R

Roberson's patients share values and experiences
Roberson rewarded
Roberson shapes topic of community
Roberson levels up in community
Accomplishment recognized
View video online/regular event
Your

B

Leaders share myths/health
information
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Image

3 Doctors - White
Coats

Dr. Roberson -Blue
Scrubs

Dr. Baxley -suit; BEH
Background

P, E, V

S
B

Shares vision of health in community
Dr. Baxley rewarded by identification
Dr. Baxley shapes topic of community
Dr. Baxley as local celebrity/expert
Participants can view
Our/Y
!
pictures/experience
ou
Participants decorated trees/influenced physical community
Shared experience/bonding of
decorating
Tag your tree
Shared cultural symbol/holiday
We

P

R

Rewards with easy link to access tips

P, E, V

R

Access information online

E,V,P

I
S
R

P

I
B
S
R

E

1Dec

Festival of Trees
Photos

7

1 share

E,V,P

S
R
I
S
R
I
B

23Nov
22Nov
18Nov

15Nov

11Nov

Happy Thanksgiving

5

11 Ways to Eat Smart

0

Share Festival of Trees
Link

2

Recognized by Press
Ganey

November Honorees

1 share
0
2 shares

1
0

3

0

"Congratulations Karen
Stancell"

P, E, V

B
S
R

Shape values of communities by linking
Mobilize members to share event
Satisfaction as reward for all community
members
Community members contributed to success
All community members share award
Community accomplishment
Provided with "dedicated" service
We/O
ur
Celebrates brand identity of BEH
Rewarded for service by identification
Recognizes voice/impact on
community
Leveling-up ceremony
Celebrated as local celebrity
"Brighten life of loved one" for
purchase
Donate to Lifeline Emergency Response
Shared vision
Access diabetes information online
Mobilize community to ADA site
Check out center web site

E,V

9Nov

Light a Lovelight Tree

3

0

B
R
I

8Nov

November is Diabetes
Month

3

1 share

P

I
S
R

4Nov

Wound Care Center
Opening

6

"Nice Facility"

P

S
R

P

I
S
R

2Nov

Visit Easley Family
Practice/Internal

2

0

You

Us/Yo
ur
"Checking" out the site can shape the values
Mobilizes members to new site/physical office
Check out practice web sites/access
Our
services online

126

Christmas Tree

Female Patients
Woman holding
Turkey
Child decorates tree
with BEH ornament

3 Sequential Awards

Physician and
Volunteer

Green background;
lovelight heart

Doctor and Patient
during check-up
Bare feet

Physicians -white
coats

Medicine Web site

E

28Oct

Announcing FFYT Strokes

0

0

P

I
S
R
I
B
S
R
B

27Oct

Stay Informed about
Breast Cancer

3

0

P

S
R
S

25Oct

Visit Upstate Bone &
Joint Web site

1

0

P

R

E

I
S
R
I
B

21Oct

Pictures from
Walk/Bike-a-Thon

1

0

P, E, V

S
R

19Oct

Discover Benefits of
Hyperbaric Oxygen
Therapy

1

0

P

I
R

18Oct

Share the word about
food drive

0

0

P, E, V

I
S
I

10Oct

October Honorees

9

0

P

S
R

E, V

B
R
I
B

Visiting related practices shapes values
Mobilizes members to new site/physical office
Employees are recognized
Employees shape culture of BEH
Visual identity of physicians is
conveyed
Mobilizes physicians to new site/physicians as local celebrities
Rewards members with regular event
Your
Leaders share myths/health
information
Health story as shared vision
Access information online

You

Older white man;
FFYT logo

Middle-aged white
woman; pink ribbon

Mobilizes to microsite/partners with
You
Susan G. Komen
Check out practice web sites/access
Your
Physicians-white
services online
coats
Visiting related practices shapes values/"Share"
Mobilizes members to new site/physical office
Employees are recognized/thanked
Employees shape culture of BEH
Visual identity of physicians is
conveyed
Mobilizes physicians to new site/physicians as local celebrities
Rewards participants with
We/Y
Group photo of
photos/memories
ou
participants
Participants impacted safety of children/Can be recognized in photos
Learn online about new service
Bare feet

"Checking" out the site can shape the values
Mobilizes members to new site/physical office
Share the link to share values of
Your/
hospital
Our
Mobilize members to share event
Provided with "dedicated" service
We/O
ur
Celebrates brand identity of BEH
Rewarded for service by identification
Recognizes voice/impact on
community
Leveling-up ceremony
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White child with
lunchbox and apple
Physician and
Volunteer

7Oct

5Oct

Cardiology FFYT
Reminder

Smoking Cessation
Class Offer

1

1

4Oct

Breast Cancer
Awareness Breakfast

0

30Sep

Introducing Best Place
for Worst Wounds

4

29Sep

Announcing FFYTCardiology

0

0

0

1 share

0

0

P

S
R

Celebrated as local celebrity
Rewards patients with regular event

E

B
S
R

P, E, V

I
S
R

P, E, V

B
S
R

Leaders share myths
Health story as shared vision
Physician rewarded through
recognition
Physician shapes topic of interest for community
Physician as local celebrity
Rewards members with online
opportunity
Work toward a common goal, or value
Mobilizes community members
Offers celebration breakfast to members who sign-up

P

B
R

E

I

P

S
R
B

E

R
I
S

27Sep

Osteoporosis FFYT
Video Post

2

1 share

P

R
B

E

23Sep

Photos of students at
career fair

1

0

E, V

S
R
I
S
R

I

Us/Yo
u

Shared value of battling breast cancer
Offers chance to check out Hyperbaric center
online
Staff recognized for impact on
community
Opening center is hospital accomplishment
Rewards members with regular event
Your
Leaders share myths/health
information
Dr. Hudak rewarded through
identification
Hudak shapes topic
Hudak celebrated as local celebrity
Health story as shared vision
View video online/regular event
Leaders share myths/health
information
Shared vision of health in community
Tucker rewarded by identification
Tucker shapes topic of community
Tucker celebrated as local
celebrity/expert
Pictures of event posted online

Impact opportunities for young
students
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Your

Middle-aged white
woman; FFYT logo

Young professionals;
predominantly white

Middle-aged white
woman; pink ribbon
Bare feet

Middle-aged white
woman; FFYT logo

Dr. Tucker; FFYT logo

Local students at
Business and
Industry Showcase

B
S

21Sep

Join us for Walk/Bikea-Thon

2

0

P, E, V

I

Pictures use brand symbols, identities to share
Makes connections with other organizations
Shares vision for prospective
employees
Participate to help the cause
Us/Our/your

19Sep

Visit Mountainview
OBGYN Website

1

0

P

S
R

Take part in a contest-style event
Check out services online

I

P, E, V

S
R
I
S
R

Visiting related practices shapes
values/community
Mobilizes members to new site/physical office
Employees are recognized
Employees shape culture of BEH
Visual identity of physicians is
conveyed
Mobilizes physicians to new site/physicians as local celebrities
Provided with "dedicated" service
We/O
ur
Celebrates brand identity of BEH
Rewarded for service by identification
Recognizes voice/impact on
community
Leveling-up ceremony
Celebrated as local celebrity
Offers online tips/calendar
We/Y
our
Shared story about health
Rewards patients with regular event
Your/
Us
Leaders share myths/health
information
Health story as shared vision
Tucker rewarded by identification
Tucker shapes topic of community
Tucker recognized as local celebrity
Access foundation information online
Our

P

I
S
R

Donate to Foundation
Share hospital vision
Access information online

B

Access group membership

E

16Sep

September Honorees

6

0

P

E, V

S
R
I
B
S
R
B
R
I

14Sep

Eat fruits and
vegetables

1

0

P

B
S
R

9Sep

Osteoporosis FFYT
Reminder

0

0

P

B
R
B

E

31Aug

30Aug

Connect with BEH
Foundation

Join Diabetes Support
Group

2

0

0

0
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Our

Our/w
e

Nuclear family biking

Mountainview
OBGYN Staff - white
coats

Physician and
Volunteer

Children eating
watermelon
Dr. Tucker; FFYT logo

Medical staff - white
coats and scrubs

Support group
patients; smiling

26Aug
24Aug
23Aug

New Carolina
Cardiology Office
Pack Nutritious School
Lunch
FFYT Headaches Video

3

0

P

S
R

Mobilize members to accomplishments
Patients receive notification of new Easley office

3

0

P

R

Members receive health tips online

You

2

0

P

R

Patients can watch FFYT video online

Your/
We

B

Leaders share myths/health
information
Shared vision of health in community
Pekarek rewarded by identification
Pekarek shapes topics of community
Pekarek celebrated as local celebrity
Rewards patients with "best"
You
birthplace
Mobilizes patients to visit actual
birthplace
Rewards members with beneficial
Your/
information
Our
Members invited to share their favorite place
Encourages members to share stories
Provided with "dedicated" service
We/O
ur
Celebrates brand identity of BEH
Rewarded for service by identification
Recognizes voice/impact on
community
Leveling-up ceremony
Celebrated as local celebrity
Rewards patients with regular event

E

19Aug

Tour BEH Birthplace

2

0

P

S
R
I
S
R
S

15Aug

12Aug

Go Take a Hike

August Honorees

2

0

4

0

P

R

P

I
B
R

E, V

8Aug

FFYT Headache
Reminder

1

"can really use"

P

B
R
I
B
S
R
B

P, E, V

S
R
I
S
R

Leaders share myths/health
information
Health story as shared vision
Pekarek rewarded by identification
Pekarek shapes topics of community
Pekarek recognized as celebrity/expert
Members can access images/fun event

E, V

I
B
S
R

Members can tag themselves
Share stories
Connects to influential community
Members rewarded with special event

E

4Aug

2Aug

Pictures from Big
League World Series

BEH Night at Big
League World Series

4

2

1 - BEH - "Congrats"

3 - "I'll be there!"
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Our/Y
ou

!

Middle-aged white
woman
White child with
lunchbox and apple
Dr. Pekarek; BEH
backdrop

Man, woman and
baby; in birthplace

?

Family hiking

2 employees/1
volunteer

Young white woman;
FFYT logo

!

Local community
members

"We Won!"
Link to blog
29Jul

Announcing FFYTHeadaches

1

0

P

E

27Jul

Childhood Obesity
FFYT, Part II

0

0

P

B

Community shared routine

S
R

Connects to influential community
Rewards patients with regular event

B

Leaders share myths/health
information
Shares health vision
Pekarek rewarded by identification
Pekarek shapes topics of community
Pekarek recognized as celebrity/expert
Members can watch video online

S
R
I
S
R
B

E

22Jul

Camp Independence

0

0

P, E, V

S
R
I
S
R
S

21Jul

FFYT video-Childhood
Obesity

1

0

P

R
B

P, E, V

S
R
I
S
R

E

19Jul

Share How Much You
Care

5

0

Us

2 children - baseball
players

Your/
Our

Young white woman;
FFYT logo

Our

Cryster in video; still
frame

Leaders share myths/health
information
Shared vision of health in community
Cryster rewarded through identification
Cryster shapes topic
Cryster portrayed as local celebrity
Members can see pictures of children

Camp children

Connects to ADA/influential
community
Members can watch video online

Your

Cryster in video; still
frame

Leaders share myths/health
information
Shares health vision in community
Cryster rewarded through identification
Cryster shapes topic
Cryster portrayed as local celebrity
Direct "Thanks" for liking

You

Facebook "Like" logo

Your/
Our

Man, woman and
baby - in birthplace

18Jul

Enroll in Free
Childbirth Classes

3

0

P

I
B
S
R

13Jul

Summer Heat
Warning Signs

1

0

P

S
R

Invitation to shape community topics
Invitation to share stories
Contest
Offers free class as reward for
membership
Mobilizes members to physical service
Offers online tips to stay healthy

8-Jul

July Honorees

1

0

P

S
R

Shared vision of health in community
Patients receive excellent service
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Family; outdoors

We/O
ur

Employee and
volunteer(pink

jacket)
E, V

6-Jul

FFYT Reminder- What
Doctors Wish Their
Patients Knew

1

2 - "Dr. Foster is
amazing!"

P

BEH - "Thank you"

30Jun
27Jun

B
S
R

B

Stay Safe on Holiday
Weekend
Take advantage of
Wellness Thursday

1

0

P, E, V

S
R
I
S
R

1

0

P

R

Announcing July FFYT

1

0

P

S
R

E

1-Jul

B
R
I

B

16Jun

Stay Safe with
Summer Food Tips
Foundation Provides
500 Helmets
Skin Cancer Video

Birthplace Video

Rewards with online
notification/service
Mobilizes patients to office
Patients rewarded with regular event
Leaders share myths/health
information
Health story as shared vision
Foster rewarded by identification
Foster shapes topic
Foster recognized as celebrity/expert
Rewards members with online tips

2

0

P

5

0

P

S

Shared vision of safety in community

P

R

Access video online/safety tips

B
S

Shared stories of skin cancer survival
Mobilizes patients to take action

R

Access video online/receive "best" service

S
R
I
S

Video shares community vision
Tucker rewarded by identification
Tucker shapes topic of community
Tucker recognized as local celebrity

0

5

1 - "For the senior high
girls I love"

1 "Dr. Tucker is the
best!"

P

E

Your

Leaders share myths/health
information
Health story as shared vision
Dr. Foster rewarded by identification/thanks
Foster shapes topic
Foster recognized as celebrity/expert
Rewards members with online tips
You

S
R
I
S
R

E

24Jun
20Jun
17Jun

Celebrates brand identity of BEH
Rewarded for service by identification
Recognizes voice/impact on
community
Leveling-up ceremony
Celebrated as local celebrity
Patients rewarded with regular event
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Dr. Foster; FFYT logo

White mother and
child
Doctor and patient

Dr. Foster; FFYT logo

Children eating
watermelon
Children

White woman; still
frame of video
Dr. Tucker; still
frame of video

14Jun

FFYT NotificationChildhood Obesity

0

0

P

E

8-Jun

Celebrate Samaritan
Health Clinic

0

0

P, E, V

R

Patients benefit from regular event

B

R

Leaders share myths/health
information
Health story as shared vision
Cryster rewarded through identification
Cryster shapes topic
Cryster as local celebrity/expert
Rewards members with event
notification
Establishes partnership with influential
community
Access online blog

I
B
S

Contribute to blog/impact topics
Encourages members to share stories
Participate in influential community

S
R
I
S
R
S

6-Jun

Caring and Blogging

1

0

P, E, V
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Your/Us/Our

Child eating potato
chips

Us/W
e

Children

We/Us/You

Older white man
with young child

Date

Facebook Post

Poster Code

Likes

9-Dec

Foundation Promo

E

1

26-Nov

10-Nov

5-Aug

5-Aug

Picture of Festival of Trees

Link to ADA article

Thanks physicians by name

Thanks for BEH work in
community

Unknown

Business Partner

P

Business Partner

1

0

1

1

Comments
0

1 -BEH - Great pictures

0

Target Audience

RIBS

Example

E, V, P

R

iPad Reward

I

Contribute monetarily

S

Contest

R

Rewarded through pictures

I

Participants can see their work

S

Shows member accomplishments

R

Thanks hospital directly

I

Recognizes impact of hospital

S

Partners with influential community

R

Thanks physicians

I

User shapes topic

B

Member shares story

S

Shares vision of "care"

R

Direct "thank you"

I

Recognizes impact

B

Emphasis on shared community

S

Shared community vision

E, V, P

E, V

0

E

1-BEH-Thanks

E, V
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APPENDIX E: Survey Summary
Baptist Easley Hospital Social Media Survey
Q1. How do you prefer to receive communication from Baptist Easley Hospital?
Answer Options
Facebook

Response
Percent
0.0%

Response Count

Email

89.6%

86

Newsletter

6.3%

6

Telephone

1.0%

1

In-Person

3.1%

0

3

answered
question
skipped
question

96
0

Q2. Do you use Facebook?
Answer Options
Yes

Response
Percent
65.6%

Response Count

No

34.4%

33

answered
question
skipped
question

96

63

0

Q3. Are there factors which would motivate you to join Facebook?
Answer Options

Response Count
28

answered question

28

skipped question

68

Q4. Are you aware of the Baptist Easley Facebook page?
Answer Options
Yes

Response
Percent
84.4%

Response Count

No

15.6%

10

answered
question
skipped
question

64

54

32

135

Q5. Have you visited the page?
Answer Options
Yes

Response
Percent
68.5%

Response Count

No

31.5%

17

answered
question
skipped
question

54

37

42

Q6. Have you selected the "Like" option on the page?
Answer Options
Yes

Response
Percent
61.1%

Response Count

No

38.9%

21

answered
question
skipped
question

54

33

42

Q7. Select the reason that best describes why you chose to "Like" the page
Answer Options
I liked the pictures and
videos
I knew others who
selected
I was invited by the
hospital to
I enjoy communicating
through social media
Other (please specify)

Response
Percent
18.2%

Response Count
6

3.00%

1

33.30%

11

24.2%

8

21.2%
answered
question
skipped
question

7
33
63

136

Q8. Select the reason that best describes why you did not "Like" the page.
Answer Options
I don't use the "Like"
function on Facebook
I didn't recognize anyone
on the page
I use Facebook for
individual contacts only
Other (please specify)

Response
Percent
9.50%

Response Count
2

0.0%

0

57.1%

12

33.3%

7

answered
question
skipped
question

21
75

Q9. How often do you visit the Baptist Easley Hospital Facebook page?
Answer Options

Never

Sometimes

Monthly

Weekly

Daily

Frequency

0

18

3

11

1

Rating
Average
2.85

Response Count
33
answered
question
skipped question

Q10. Do you post content to the Baptist Easley Hospital Facebook page?
Answer Options
Yes

Response
Percent
9.1%

Response Count

No

90.9%

30

answered
question
skipped
question

33

3

63

Q11. Which content do you prefer to post?
Answer Options
Posting original content.
Commenting in response
to hospital posts.

Response
Percent
33.3%

Response Count
1

66.7%

2

answered
question
skipped
question

3
93

137

33
63

Q12. What prompts you to share original posts on the Baptist Easley Hospital Facebook page?
Answer Options

Response Count
1

answered question

1

skipped question

95

Q13. Which hospital posts are you most likely to respond to?
Answer Options
Events

Response
Percent
100.0%

Response Count

Information Series

0.0%

0

Videos and Photos

0.0%

0

Invitations

0.0%

0

Poll Questions

0.0%

0

answered
question
skipped
question

2

2

94

Q14. Please indicate your level of agreement with the following statement:
Answer Options

Strongly
Disagree
I feel like a member of
0
the hospital community
because of my
involvement on the
Facebook page

Disagree

Neutral

Agree

1

0

0

Strongly
Agree
2

Rating
Average
4

Response Count
3

answered
question
skipped question

Q15. Would you care to explain your answer?
Answer Options

Response Count
2

answered question
skipped question

2
94

138

3
93

Q16. Please indicate your level of agreement with the following statement:
Answer Options

Strongly
Disagree
0

Disagree

Neutral

0

3

The "Caring is Our
Calling" tagline makes
me feel positively about
Baptist Easley Hospital."

Agree
12

Strongly
Agree
18

Rating
Average
4.45

Response Count
33

answered
question
skipped question

33
63

Q17. Would you care to explain your answer?
Answer Options

Response Count
11

answered question

11

skipped question

85

Q18. Please take a moment to visit the Baptist Easley Facebook page at http://www.facebook.com/baptisteasley.
What improvements would you make to the Facebook page?
Answer Options
Add more photos and
videos
Include detailed
information about
hospital events
Include an RSVP
function for hospital
events
Add posts made by
hospital physicians and
staff
Comments

Response
Percent
48.1%

Response Count
38

48.1%

38

32.9%

26

45.6%

36
23

answered
question
skipped
question

79
17

Q19. Would you care to explain your answer?
Answer Options

Response Count
25

answered question

25

skipped question

71

139

Q20. Age range
Answer Options
18-40

Response
Percent
30.4%

41-64

62.0%
65

7.6%
answered
question
skipped
question

Response Count
24
49
6
79
17

Q21. Ethnicity
Answer Options
Caucasian

Response
Percent
97.4%

African-American

2.6%

2

Hispanic

0.0%

0

Asian/Pacific Islander

0.0%

0

Comments

Response Count
75

2
answered
question
skipped
question

77
19

Q22. Gender
Answer Options
Female

Response
Percent
79.5%

Response Count

Male

20.5%

16

answered
question
skipped
question

78

62

18

140

Q23. Relationship with Baptist Easley Hospital. Please select no more than two that best apply to you:
Answer Options
Community Advisory
Board Member
Employee

Response
Percent
2.5%

Response Count
2

79.7%

63

Foundation Member

5.1%

4

Medical Staff

6.3%

5

Volunteer

5.1%

4

Patient

6.3%

5

Visitor

2.5%
answered
question
skipped
question

2
79
17

141

APPENDIX F: Survey Responses
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